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7 introduction of Holliston Suede Cloth brings to box manufacturers 
and package designers a new material with extraordinary advantages. Holliston 
Suede Cloth is a cloth-backed velour—a rich, distinctive, velvety surface 
on a sturdy cloth base. 

Examine carefully the sample above. Think of it in actual use on one of your 
creations. It will reduce production troubles to a minimum—it will not 
crack, split, or burst easily; it has substantial body, is easy to handle and will 
not “creep” when glued. You will be interested to know that Holliston Suede 
Cloth compares favorably in price with paper-backed velours. 

Here is a suggestion:—order a small amount in an assortment of colors. Make 
up a dozen sample boxes or packages and discuss them with your customers. 
Your order or request for information will be promptly handled either at 
our nearest branch office or at the mills in Norwood, Mass. If you have not 
already seen the full color line of Suede Cloth, a sample book will be gladly 
supplied on request. 


THE HOLLISTON MILLS, INC... Norwood. Massachusetts 


BOSTON . NEW YORK * PHILADELPHIA . CHICAGO . ST. LOUIS 
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For the Service of Those Industries 


Where Packaging Is a Factor. 





It will be to your advantage to read the sym- 
posium of the latest trends in box covering 
papers beginning on page 35. Gathered 


- anni” some of the leading box covering manu- 
34 ~turers, this summary indicates a considerable 


change in style and will serve as a guide in 
the selection of your covering stocks for the 
coming year. 


The medium of effectively advertising through 
window display is one sedly neglected by 
retailers of packaged merchandise. All in- 
dications point to the fact that only a few 
obtain all the sales stimuli a good window af- 
fords. Why such displays are all the more 
worthwhile for packaged products is ex- 
plained on page 29 of this issue. 


Recalling the accomplishments of the First 
Packaging Conference and Exposition last 
May, readers will be interested to know that 
next year's meeting will be held March 7-192 
in Chicago. Greater attendance, more varied 
exhibits and a complete program are promised. 
The announcement appears on page 68 of this 
issue. 
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QUALITY’S MOISTURE PROTECTION 
REG. U.S. PAT. OFF. 

MOISTUREPROOF TRANSPARENT CELLULOSE PAPER 

ae et i ita PLONE St 1A aS EO LOE MOP AP ecrven 





NYMPHRAP EXTRA“has passed the experimental 
stage and has received the approval of prominent manufac- 
turers of tobacco and food products and other miscellane- 
ous products; it is free of tri-cresyl-phosphate. U. S. 
patents covering its manufacture have been applied for. 


Its superior self-sealing under moderate heat and its free- 
flowing properties as well as its superior moisture-proofness 
make it particularly suitable for packaging problems, which 
are otherwise difficult. It is equally well adapted to automa- 
tic machine wrapping, hand wrapping, envelope and bag 
making, and printing. 





Our new increased plant capacity will be largely de- 
voted to meeting the constantly increasing demand for 


NYMPHRAP EXTRA. 





SY eRHRAR 


QUALITY'S BEST ATTIRE 


We will appreciate the opportunity of endeavoring to 
solve your packaging and wrapping problems with 


NYMPHRAP EXTRA. 


YLVANIA INDUSTRIAL CORPORATION 


122 E. 42nd ST., NEW YORK CITY WORKS, FREDERICKSBURG, VA. 
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JET BLACK** YELLOW 


ON THE SHELF, IN THE SHOWCASE, BRILLIANT SOREL 
PACKAGES CATCH THE EYE AND MOVE THE PURSE 


In pays gone by, any package might do. 
Not today. With shelves crowded, with 
competition pressing, you've got to have 
not only a good product, but a smart con- 
tainer to hold that product! What the 
eye likes the hand buys. You've got to 
have a package that people take to. .. . 
Which is the good reason why so many 
manufacturers switch to Durez,. 


Adding quality to quality 

Here: Sorel, for example, makes a per- 
fume, a face cream, a foundation cream. 
All fall within a moderate price range, 
but so do hundreds of other products. 
To turn attention to itself, then, Sorel 
engages the talents of a capable designer, 
and out comes a group of related pack- 
ages that the eye can’t miss! 

All packages in the illustration are 
bright yellow. The label is small, yet 
shows the trade name clearly. Look at 


the cap. Jet black! And made of Durez. 
Notice how snugly it fits on the neck of 
the bottle. See how its graceful lines 
accentuate the shape of the jar. Simple, 
without geegaws or furbelows, these 
closures tell a straightforward story 
of quality. 
Some names you know 

Sorel is only one of leading toiletry and 
pharmaceutical manufacturers who use 
Durez to add prestige to their products. 
The list includes such famous names as 
Squibb, Pepsodent, Colgate-Peet, Dr. 
West, Pebeco, Quinlan, Colonial Club, 
Zonite, LaLasine, Johnson & Johnson, 
Lehn & Fink, Van Raalte, Dorothy Gray 
and scores of others. In fact, 95% of all 
molded closures today are made of Durez! 

Many of these manufacturers who 
first found Durez so satisfactory for clo- 
sures have adopted it for all kinds and 


descriptions of trays, boxes, containers, 
stands, jars and cases. For these uses, as 
well, they find Durez hard, tough, strong, 
light, resistant to acids and moisture, and 
available in a wide variety of colors. 


Write for free booklet 


Let us tell you more about Durez closures— 
about their ability to grip tightly without 
binding, release instantly, stay clean, and keep 
the contents in their normal condition. For 
information, as well as “Closure News,” a 
brief newsy bul- 
letin of special 
interest which 
will be sent free 
regularly, write 
to General Plas- 
tics, Inc., 81 
Walck Road, 
N. Tonawanda, New 
York. Also New York, 
Chicago, San Fran- 
cisco, Los Angeles. 








THE MAKERS OF DUREZ ARE ALSO THE MAKERS OF DUREZ INSULATING VARNISHES AND LABEL CEMENT 
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OUR product is completely packed, ready for sale. 
V vee consign it to the world, ship it to the four cor- 

ners of the country, without the care and attention 
lavished upon it during the manufacturing processes. 
Your business is to live or die by the verdict of the 
consumer. 


Will your product retain its flavor, its consistency, under 

the varying conditions it must face in its travel? In the 

dry heat of Arizona or the cold of Labrador? The humid- 

ity of Panama and London? 

Your package determines whether or not it will retain its 

original quality under these 

varying conditions. And the 

KVP Research Laboratories 

will determine the make up 

and materials of your pack- 

age so that it can most suc- 

cessfully combat the deterio- 

rating influences your product & 

will meet. With every facility 

for making very complete ‘Preperhadhagfing Pays” 

tests, the KVP trained re- 

search men are at your com- This booklet describing the 
work and facilities of the 

mand. KVP Research Laboratories 


will be gladly sent to you. 
Write for it. 





KALAMAZOO VEGETABLE PARCHMENT CoO. 
KALAMAZOO MICHIGAN 





Properly packaged food 


products are being 
shipped to all known 
points of the world today 
--protected by KVP papers. 
Whether your product is 
one with an aroma or fla- 
vor to be maintained or 
guarded against foreign 
odors and _ tastes--or is 
wet, damp, dry, or greasy 
«we have a_ protective 
paper for it. 


Our modern, fully equipped 
research laboratory, in the 
hands of experts is at your 
service at all times to aid you 
in the selection of the proper 
protective wrapper for your 


product. 








Kalamazoo Vegetable Parchment Co. 
KALAMAZOO, MICHIGAN 
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| __ MORE THAN 
17150 PACKAGES PER HOUR 


Formed, Filled and Sealed in 


One Continuous 
Operation 








Eien Automat packaging machine pictured here has many 

outstanding features and one of them is speed of opera- 
tion with perfect efficiency. More than 
1750 packages per hour, on some prod- 
ucts up to 40 per minute—formed, filled 
and sealed in one continuous operation. 
Action entirely automatic. 


Will successfully and economically pack- 
age any free or semi-free flowing prod- 
uct such as Candy, Nuts, Coffee, Cereal, 
Dried Fruits or Vegetables. 





In CELLOPHANE 
and Other Materials 


This machine uses Cellophane or other wrapping material 
from rolls and feeds automatically. Top and bottom of 
package are sealed with metal sealing strip which gives 
flat ends. The Automat can be adjusted to make bags 
sealed at one end only, for products that cannot be fed 
through hopper. 





An Exclusive 
Automat Feature 
Note the flat end and fold with 
metal seal. This is an exclusive 
Automat feature. It enables stack- 
ing of packages for display as 
well as ease in cartoning. We 
are ready to discuss your pack- 


This machine requires floor space of only 32” x 36”. Has 14 H.P, aging problems without obligation 
Motor and can be operated from light socket. on your part. 

















THE AUTOMAT MOLDING & FOLDING CO. 


New York Office Toledo, Ohio Los Angeles Office 
43 Murray St. 306 Calo Building 


6 MODERN PACKAGING 


















































































































































































































































alints ar light. fellocled on this 
9 give the appearance of a gold 


carving. Delicate ones, 2 lines and 


wrought hae are admirably displayed 
by embossing or on Prricote Meipere. 
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This is a specimen o 


‘T M.AEO.U.S. PAT.OPP. 


No. 3310 
FOLDING COVER STOCK 
Also furnished 
in 7 and 15 point 
thicknesses 


PRINTED ON 4 
KELLY PRESS 


EMBOSSED ON A 
FLAT BED 
PRESS 


























PACK YOUR PRODUCTS 
IN 
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Hycoloid- 





SEAMLESS | —TRANSPARENT OR OPAQUE— ODORLESS 


THE UNBREAKABLE CONTAINER 

















Hycoloid appeals to the Buyer of Merchandise because it is beautiful and practical; it is 
available in all colors and white—transparent or opaque; and its lightness as well as its break- 
proof feature make it preferable for foods, condiments, cosmetics, or pharmaceuticals in paste, 


powder or liquid form. 


Hycoloid eliminates breakage in filling, shipping or in use; it is 80% lighter than glass; 
moisture-proof; seamless; odorless and tasteless. It saves costs in shipping—and because it 
can be supplied with any decoration in any color, it eliminates, if desired, the use of labels 


and the cost of labeling. 


@ MADE IN COLLAPSIBLE TUBES—JARS—BOTTLES—VIALS—CAPSULES @ 


CAN BE CAN BE 
FILLED BY Send for Samples of this CAPPED WITH 


HAND OR most modern container METAL OR 
MACHINE PLASTIC CLOSURES 


etn HYGIENIC TUBE AND CONTAINER COMPANY 
“a “— 46 AVENUE ”L” —NEWARK, N. J. 
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FROM MEXICO 





TO MONTREAL ’ 
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CEREALS |= 


BETSAIn_N THEIRS 


Pk RT 


FACTORY CRISPNESS 
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WHEN 
INNER - 
WRAPPED 
WITH 


RIEGEL'S WAXED GLASSINE 


No other cereal wrap used today keeps 
dry cereals so crisp—so long—at such low : y 
cost—as Waxed Glassine. 


- GLASS ‘a 3, Manufacturers who are working with the 7 
wAx INE < Ae i = problem of keeping products factory fresh, _ a 


“Made by a = are urged to write for The Riegel Portfolio " 








- RIEGEL PAPER CORPORATION 


SOE 342 nena of wrapper samples and moisture protec- 


tion data. Address The Riegel Paper Cor- 
poration, 342 Madison Avenue, New York. 
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Avenion MALUE 
Attention 
is an important consideration in the 


selection of box papers for the Christ- 


mas season. 


The Dejonge group of HOLIDAY 
PAPERS contains a number of CHRIST- 
MAS PATTERNS full of life, color and 
sparkle, high in poster value. Reds and 
greens in the usual combinations are 
available in the Dejonge Lines, of course, 
but the new Dejonge patterns are a 


departure from the conventional. 





Write the nearest Dejonge office 


for a sample book containing box 





papers for the holiday season. 





Louis Dejonge and Company 
New York = Philadelphia » Chicago 


























NEUMATIC SCALE 
ACKAGING MACHINERY 


PNEUMATIC SCALE CORP., LTD., NORFOLK DOWNS, MASS. 


Branch Offices in New York, 26 Cortlandt St.; Chicago, 360 North Michigan 
Ave.; San Francisco, 320 Market St.; Melbourne, Victoria; Sydney, N.S. W. 
and Trafalgar House, No. 9 Whitehall, London, England. 


AUGUST, 1931 














Hundreds of Satisfied Users 
Heartily Endorse World Labelers | 









ESE ATS 






































Wor_D AUTOMATIC STRAIGHTAWAY LABELER 


Two types—for face labeling or double labeling at one 


BE SEGRE alla AT ms I 


operation. This machine is proving an outstanding success 
in labeling flat, round, oval or panel bottles, jars and other 
packages. Various sizes handled on the same machine. 


Let World Labelers solve your labeling problems. 









ECONOMIC MACHINERY COMPANY 


Largest Manufacturers of Labeling Machines in the World 
WORCESTER, MASS., U. S. A. 


WORLD LABELERS 
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IMPROVED PEARL. PAPER 


EXCLUSIVELY BY 


KELTER-DORIAN PAPER COMPANY 


INCORPORATED 


390 FOURTH AVENUE - NEW YORK 











SOREN RNR COURT RS ARERR AREER PRE NST EE = eed rm ante rina TE 




















It’s surprising how much difference a 


metal seal will make in your package. 


Whatever the product, a Krause 
Metaseal will improve the character 


of your package or product. 


Metaseal labels are easily applied and 
shape themselves to irregular surfaces. 
With all their richness and pronounced 
attractiveness, Krause Metaseal labels 
have been brought within cost limits 
that make these metal seals practical 


for a wide range of products. 


A representative can show you con- 
crete examples of what Krause Meta- 
seal labels can do for you. Your 


inquiry is invited. 


RICHARD M. KRAUSE 


Representation 


INCORPORATED 


304 EAST 23rd STREET 


in 


al | 


NEW YORK 


prominent cities 
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NOW! INTERNATIONAL’S NEW 


Are you one of the carton manufacturers who has been obliged to utilize 
non-moistureproof transparent cellulose (window material) applied with 
a very indifferent register? It was not only a nuisance—it was a heavy 
item of expense in view of the wastes and losses you sustained. Now, of 
course, there is moistureproof transparent cellulose and moistureproof 
glue. That still doesn’t solve your problem. The new cartons are compli- 
cated in design, requiring absolutely accurate register of the window within 
the score lines. Economy must be a feature, in order to create a demand 
for such containers. 


The new International transparent cellulose applying machine smooths 
out all difficulties for you. A _ single wheel glue pot, of unique 
design, prevents the many difficulties of the conventional type glue feed, 
such as the electro’s pounding out of shape, the glue’s squeezing out, 
and the impossibility of maintaining an even flow when _ there 
is an interruption in feeding or a change in the speed 


The International Paper B 
Nashua, New Hi 
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CELLOPHANE MACHINE 


of the machine. The International’s unusually designed glue pot 
always maintains uniform spot gluing, insuring uninterrupted 
production. 


Exact registering of the blank is secured through special accuracy of the 
three mechanisms concerned. New developments, exclusively Interna- 
tional, feed the transparent cellulose by a positive clutch and suitable 
brake system, through an arrangement of chain carrying. Since 
positive mechanisms are used to control the register of the window 
and carton, and to measure the length of transparent cellulose cut off, 
there is a variation of not more than 1/32”, even in a production of 
120 blanks per minute. When the machine speeds to 150 blanks per 
minute, there is only a slightly greater variation. 


By all means, hear the absorbing story an International 
engineer has to tell you. There is no obligation. 














Box Machine Company ANMF) 
Hampshire, U.S.A. | 
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CARTON FILLING 
WEIGHING -- SEALING 


— 


VA A CHIPPEWA For Better Packages 


SSe//7/ Lower Costs 
Sy Increased Sales 





PACKOMATIC COMBINED BOTTOM AND TOP CARTON SEALER 


A combination bottom and top sealing unit, furnished SI] 
with or without Automatic Carton Feeding device. The 
Volumetric Filler is guaranteed to produce commercially pal 
accurate weight, when product check remains uniform to 
in specific gravity. Speed up to 60 packages per minute. a 
ODAY your business needs aggressive Th 
i ; rs ha 
stimulation to meet the increased pie 
competition. Many leading manufac- co" 
turers are replacing obsolete, wasteful . 
e e e e Wl 
equipment with high speed packaging a 
machinery. th: 
Hundreds of nationally known manufac- 
turers are solving their problems with Z 
Packomatic machines. q 


Write or wire us for full details—no obli- 
gation. Packomatic Engineers are avail- 
able at any time—any place. 





PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 
Branch Offices: NEW YORK ST. LOUIS LOS ANGELES 
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Insure Perfect Reception for 

Your Broadcast of Holiday Merchandise! 

Specify MODE Box Coverings 

R and Linings by Middlesex 


SILVER-MODE and GOLDEN-MODE brilliant metallic 
papers impart a luxurious, valuable air particularly suited 
to gifts. (These papers are very moderately priced, 
however.) 
























The conventional reds, whites and greens 
have been enlivened by exquisite 
embossings. Your package 
covered with VANI-MODE 
or GALA-MODE paper, 
will have that truly 
modern look 
that sells. 


GALA-MODE 
13 colors, 
3 designs 


GOLDEN- 


MODE 
5 shades, 
6 designs 
WHITE 
EMBOSSED 
10 popular 
patterns Ma Id hi 
VANI-MODE 
18 colors. 
6 designs oe 
GALA-MODE Coated Papers 
SILVER- eee a ee ee ee CC Cs 
MODE I “re 
8 designs, | MIDDLESEX PRODUC rs Co. 
2 finishes ‘ ~ ae 
oo EE re 38 Chauncy St. Boston, Mass, 


Please put our name on your list for future mailings of MODE PAPERS CJ 


Please send sample books of. . 


Send 20 x 26 working samples of.... .. 
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THE CLOSURE IS THE CLIMAX — 


ANDS reach first for the cap or cover, eyes gravitate 
naturally to the spot of color at the neck of your jar or bottle. 
Give your product the finest of bottles, the best designed of 
packages and labels, by all means. ... but remember the most 


ideal combination of these three may be ruined by a closure 











which is found wanting, either in construction or artistry. 


Kurz-Kasch jar covers and bottle caps are designed to gain the 
(SK) highest in attention value, to remind the user each time he or 
Lit she opens your product, that you think enough of your article to 


give it a beauty of line and a sturdiness of construction of the 


highest order 


Thus every Kurz-Kasch closure becomes a silent messenger, bearing 
an impresssion of quality and care to each user at the moment when 
he is most subject to such impression. Kurz-Kasch covers and 


caps are “better” closures. .... and, as such, they identify your 


article as a better’ product. 


Te KURZ~KASCH COMPANY 


1 MouldersofHastics * - 
NEW YORK DAYTON, OHIO CHICAGO 
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C> H+ FORSMAN €° 


315 to 320 West 29th Street _ New York 





M..  — i eal 


THE SELECTION OF NEW DESIGNS 
ATTRACTIVELY PRINTED IS ONE OF THE 
MAIN FACTORS IN SELLING. 





How many packages are sold to 
the consumer by the retailer thru 


sales talk?» » Isnt it a fact that a 





consumer goes into a retail store 


and selects his own package in 


4/ 


a Help yourself” manner thru the | 
appeal of the eye? 


C. Fe. FORSMAN CO 


318-326 WEST 39°" STREET. NEW YORK CITY 


Designers and Printers for a limited number of Package Manufacturers 





How Parke, Davis & Co. 
saves 40% 


in labor cost * 


with improved 


packing method 


Rolling a bottle in Kimpak Crepe 
Wadding. The girls work at conveyor 
tables where the bottles are individu- 
ally wrapped, packaged and placed in 
cartons for shipment to Parke, Davis 


& Co. customers. 


(Excerpts quoted by permission from an 
article, “‘Handling Pharmaceuticals Mechani- 
cally in the Parke, Davis & Co. Plant,’’ by 
D. G. Baird, in the March issue of Materials, 
Handling and Distribution.) 


“AMAIOR volume of the prepara- 
tions is in glass and all, of course, 
must be carefully packed. Shavings, 
corrugated paper board and crepe wad- 
ding are the materials principally used. 
Mr. Bostock pointed out numerous 
advantages of the last-named material 
and said that if they had to buy shav- 
ings (which they don’t, because they 
get them from the box factory), they 
would probably use it where they now 
use shavings. 


Whatever YOUR product may be, and of whatever material made, it will r 
pay you to investigate the numerous advantages of Kimpak Crepe Wadding. 
Tell us what your product is (if possible send a sample) and we will forward 
samples and costs without obligation. 


“As it is, the Detroit plant uses this 
wadding principally in sampling the 
medical profession. Parke-Davis .. . 
when it develops a new product, sends 
a sample to 135,000 or so doctors. ... 
Several such mailings are made each 
year. 


“These samples ... are just rolled 
in a sheet of wadding, which comes 
cut to size, and are slipped into a cyl- 
indrical carton, or, if several are to be 
shipped at once, laid in a rectangular 
cardboard box. 


“This has reduced the labor cost 


MAIL THIS COU PON—attached to your letterhea 
Kimberly-Clark Corporation, Mfrs., Neenah, Wis. 


perhaps as much as 40 per cent, Mr. 
Bostock said. 


“Other advantages are that the ma- 
terial is white and hence suggestive of 
cleanliness; it is hygienic, absorbent 
and an insulator. If a bottle of liquid 
is broken, the material absorbs it and 
so protects other goods. Because of its 
insulating properties, it is also used in 
packing biological products which are 
shipped in packages weighing as much 
as 40 pounds. 


“The fourteen Parke- Davis branches 
use this packing material in their regu- 
lar parcel post shipments to the trade.” 


Mp. ! 





Address nearest sales office at 
8 South Michigan Ave., Chicago 
122 E. 42nd St., New York City 


Our product is 
Sample is going to you by mail. Please send samples 
of Kimpak and costs. 


Kimpak comes in rolls, sheets or pads of various thick- 
nesses, plain or paper-packed, according to your requirements. 








Company 








Attention of. 
Address 


impak 


$ PAT OFF.SG 


CREPE WADDING 
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of all kinds 


are improved in 


appearance when 





Tete} fel | 
@4 | Nlesx- 
Tape 


is used 


No moistening required 


and the seal is positive 


Will not transmit odor 


or taste to any product 





Our department of Package 
Engineering will gladly 
work with you on your 
packaging problems 





\ 


For samples and full information, write 


Dept. P. E; 





Minnesota Mining & Mfg. Co. 


Saint Paul, Minn, 
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A sample cant tell you Keratol’s story 
—though you see it and feel it. 


You must see boxes actually covered 
with Keratol to realize the tremendous 


force of this wonderful covering. 


Here is distinction that cannot be 
paralleled—richness that cannot be sur- 
passed—an identifying mark that sets 


your package far ahead of competitive 





To Crash Thru Holiday Competition 
Specify Keratol for Your Package 


masses and verifies its quality. 


Let our representative show you Keratol 
covered boxes. Set them beside your 
present package. Compare them with 
your competitors. Then it is obvious 
why Keratol takes your box ahead— 
straight thru to faster sales the year round 
and to spectacular results in the holiday 


trade. You will incur no obligation. 


THE KERATOL COMPANY 


SOUTH AND VAN BUREN STS. 


NEWARK 


NEW JERSEY 





STAMPED WITH PEERLESS ROLL LEAF 
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Make Your Package 
SEASONAL 


to Triple Holiday Sales 


IKE the date on a new magazine, a holiday dress on 
your package marks it current. Shoppers reach for 
it instinctively. 


Whatever type of package yours is, Foxon can provide a 
holiday box wrap, band, seal or slide to give it that 
extra impetus for holiday sales. 


There is a wide assortment of Foxon stock material and 
special suggestions are gladly made for your exclusive 
use. 


Consult us now about your complete annual line. The 
economy of Foxon service is surprising—and thousands 
of customers testify to its superb quality. 


THE FOXON COMPANY 


227 West Park Street 
PROVIDENCE, R. I. 


at 


FOXON CREATIONS 
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Continual tests, experiments and hard work have at last 
produced a new paper that -has been added to the al- 
ready large distinguished group of Box Papers engineered 
and developed at the Hampden Mills in Holyoke, the 
city of high grade papers. With a soft inviting surface 


and a sparkling appearance of pearl this paper is fit to 


grace any box of fashion - large or small. 


CRUSHED PEARL 


After fifty years of persistent effort the Hampden Mills — 
continue to produce leading box papers of merit and 
are in a position to create special papers to meet in- 
dividual requirements as requested. 


CRUSHED PEARL is made in rolls of 26 inch widths and 


may be cut in any length sheet by width of the roll. 
An assortment of beautiful color tones has been devel- 
oped and sample sheets will be sent for trial purposes 


to any one requesting them. 


HAMPDEN GLAZED PAPER & CARD CO. - Holyoke, Mass. 
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A brand new wardrobe 


“Clothes don’t make the man,” 
neither do packages or containers 
make the product. But first impres- 
sions in either case are of great 
importance, and fine packages as 
well as fine clothes go a long way 
towards creating favorable opin- 
ions. The combination of a worthy 
product, and a beautiful container 
like these attractive Bakelite Molded 
cream or powder jars, is bound to 
be reflected in increased sales and 
profits. 


Just as Bakelite Molded packages 
help to create favorable first im- 
pressions, they help to make them 
lasting. The clean accurate threads 
so easily formed in this material 


permit easy opening and tight clos- 
ing, making the container handy to 
use and guaranteeing a positive 
protective seal for the contents. 
This material resists corrosion and 
will not stain nor discolor the most 
delicate preparations. 


If your product is packaged in jars, 
tubes, or bottles, you will find that 
a well designed, distinctive pack- 
age or closure made of colorful 
Bakelite Molded will increase its 
popularity and enhance its sal- 
ability. Why not get a brand new 
wardrobe for your line of products? 
We invite you to write us for full 
information and to enlist our coop- 
eration. 


BAKELITE CORPORATION 
247 Park Avenue, New York, N.Y. Chicago Office: 635 W. 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto, Ont. 





BAK| 


Bakelite Molded pow- 
der or cream jars and 
tops, made by Allen & 
Hills, Inc., Auburn, N.J. 


/ 
for someone s creams OF powders 





























LITE 


=) . 5. PAT. OFF 
The registered trode marks shown above distinguish moterials numerical sign for infinity, or unlimited quantity. It symbolizes the infinite 
@onulactured by Bokelite Corporation. Under the copital “B” is the CoO number of present and future uses of Bakelite Corporation's products. 


THE MATERIAL OF A THOUSAND USES 
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entury-old craftsmanship 
bringing new beauty to you 





The powder jar and perfume flaconnettes illustrated above typify 
the grace and beauty of Owens-Illinois hand-blown ware. 


* 





N a plant devoted exclusively to the 
ancient art of hand-blown glass man- 
ufacture, Owens-Illinois craftsmen are 
bringing you containers of sparkling new 
beauty. And to insure that the high order 
of their craftsmanship shall be perpetu- 
ated, we are continually training new glass 
blowers to carry on the work. 
The Owens-Illinois hand-blown plant 
differs from all others in that it has at its 
disposal the same central research, design 
and engineering facilities as our eighteen 
other plants. 
No expense has been spared to produce 
glass of clarity and quality worthy of the 
artistry that shapes it. Extremely attrac- 
tive containers in a wide variety of colors 
are being delivered from this plant. We 
shall be glad to submit samples of our 
hand-blown ware for comparison with 
any other made here or abroad. Owens- 
Illinois Glass Company, Toledo, Ohio. 


OWENS-ILLINOIS 


HAND-BLOWN WARE 
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“Packages That Sell” 


When buyers are deciding what brand to 


ae mika: % 
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purchase, that’s where the sales value of 
your container counts most. 

A modern design, attractively litho- 
graphed on a can that is convenient to use, 
will help immeasurably in increasing the 
sales of your paints, varnishes or lacquers. 
Dealers too, give the best cans preferred 
positions in their displays— forcing them 
upon buyers’ attention. 

A Continental representative skilled in 
“Packaging To Sell” will be glad to assist 
you with your can problems. 
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T" Continental Representative skilled in “Pack- 
aging to Sell,” offers the knowledge and ex- 
perience gained thru many years of helping 
solve the package problems of many diversified 





businesses. 

He also offers the advantages of Continental's 
large resources—38 plants strategically located 
from coast to coast... sales offices in principal 
cities completely equipped research and 
development laboratories ...a skilled organiza- 
tion of engineers and designers—all “Partners 
in the Business,” with a deep personal interest in 
serving you well. 

You will find it to your advantage to consult a 
Continental Representative. Write, wire or phone 


the sales office nearest you. 






WRITE — WIRE — PHONE 
The Sales Office Nearest You 





Baltimore, Md. 
3500 East Biddle St. 
Wolfe 9700 


Boston, Mass. 
131 State Street 
Hubbard 7172 


Chicago, III. 
4622 West North Ave. 
Spaulding 8480 


Cincinnati, Ohio 
2510 Highland Ave. 
Jefferson 2201 


Dallas, Texas 
1118 Praetorian Bldg. 
Dallas 2-5924 


Denver, Colo. 
3033 Blake St. 
Tabor 4261 


Detroit, Mich. 
1900 East Jefferson Ave. 
Fitzroy 3292 


Jersey City, N. J. 3 
16th & Coles Sts, B 4 
Montgomery 5-4700 a 
Kansas City, Mo. 
Guinotte & Lydia Aves. 
Victor 7250 


LET AN EXPERIENCED 


CONTINENTAL 


REPRESENTATIVE HELP YOU WITH 
YOUR PACKAGING PROBLEMS... 


Los Angeles, Calif. 
3820 Union Pacific Ave. 
Angelus 7111 


Nashville, Tenn. 
500 Benton Avenue 
Phone 6-6682 
New Orleans, La. 
521 North Scott St. 
Galvez 4145 


Passaic, N. J. 
217 Brook Ave. 
Passaic 3-2115 


St. Louis, Mo. 

P. O. Box 1242 
Bridge 3550 
Wheeling, W. Va. 
Wheeling Steel Corp. Bidg. 
Wheeling 3900 
New York City, N. Y. 
100 East 42nd St. 
Ashland 4-2303 
Chicago, II. 

111 West Washington St. 
Franklin 8711 
San Francisco, Calif. 
155 Montgomery St. 
Garfield 7890 


CONTINENTAL CAN COMPANY, INC. 


NEW YORK: 100 E. 42nd St. CHICAGO: 111 W. Washington St. SAN FRANCISCO: 155 Montgomery St. 


‘It's Better Packed in Tin“’ 
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STAR SPECIAL 








The attached sample is 
Walther and Company’s 
White Flint Embossed. 
A sheet of high luster 
that will give beauty and 
distinction to any box. 





PTTL 








Here is a paper of brilliant character which many 
box makers consider supreme as a pure white cover. 


; Purchase this or any paper you need through our NEW service. It 


is an unusual convenience that saves you much time and effort. 
Any sheet you want is available here for we represent practically 
every manufacturer of box papers, both in this country and 
abroad. Every new paper, every new design and every new texture 
is offered for your selection. Write us today. There is no obligation 


Wm. SCHILD & COMPANY 


300 West Adams Street Chicago, Illinois 
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Packages are placed between the intake conveyor flights, carried into the machine, wrapped and de- 
livered back on a level just higher than the intake. The operator remains in one place to feed the 
machine and clear the delivery deck. 


Purs SMALL VOLUME 


WRAPPING OF CELLOPHANE PACKAGES 
ON A VOLUME PRODUCTION BASIS 


Right from the start, this Battle Creek Cellophane Wrapping Machine places the manufacturer 
with a small or medium volume package production on a basis of Cellophane Wrapping efficiency 
practically equal to that of the volume producer. 


It does an excellent job of Cellophane wrapping, equal to that of the larger and higher speed 
Battle Creek and Johnson Machines. Custom built, yet low in cost, “Celloseal’”’ is made to wrap 
a single, specified size package. Only one operator is required and the production of this machine 
is the maximunf that one operator can handle. 


If you want to take advantage of the outstanding selling feature of Cellophane wrapping, for a 
small or medium production, and do so on a high efficiency, low cost basis, send the coupon, zow, 
for complete, detailed information on the Battle Creek “‘Celloseal.” 


B A T 4 |i L E C R E E K Battle Creek Wrapping Machine Co. 


Battle Creek, Mich. 


W R A P e I N G Yes, the *‘Celloseal’’ might be just the machine we need for Cello- 


phane wrapping our package. Package size is...... Bsccecs Meuvecawe 


MACHINE Weigel Broducton sf.ccsripackage bot dai. Pcave sie 
COMPANY 


Battle Creek, Mich. 
( Also operating the Johnson Automatic Sealer Co., Ltd.) 
Foreign Representative: 
C. S. du Mont, Windsor House, 


Victoria St., London, England. MP 8-31 
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Its NOT 00 early 
to start thinking 


of Xmas Packages 


ERE are a few unusually pleasing 
designs—bright, modern, appropri- 
ate Holiday coverings to stimulate 
seasonal sales. 


The pine cone design on which this is printed is 
strongly suggestive of snow and Christmas trees 
—yet offers a purely original and individual inter- 
pretation of this harassed combination. 


The other, swatched designs are equally effective 
and gay. Each obtainable in several other color 
combinations, these lines furnish a wide choice 
of striking box coverings of particular charm 


and richness. 


MARVELLUM DISTRIBUTORS 


BRADNER, SMITH & CO. HOLYOKE PAPER CORP. A. HARTUNG & CO. 
333 So. Desplaines Street 487 Broadway 506-512 Race Street 
Chicago, Iil. New York City Philadelphia, Pa. 


HENRY L. GOODMAN HOLYOKE PAPERCORP. HUGHES & HOFFMAN 
110 High Street 10 High Street 217 Mercer Street 
Boston, Mass. Boston, Mass. New York City 


Ask us for Generous 
Samples of these lines 


ae Ee Ss 


The MARVELLUM CO., Holyoke, Mass. 




































































Make your Closures 





SEALS OF 
PERFECTION 

























































































with AJ LURING 
and DURABLE 

















Products protected by closures of 
Aldur NEVER lose their original taste 
or odor, because ALDUR IS DIFFERENT 
FROM OTHER PLASTICS--- 



















































































No matter how delicate—appealing— 
or sensitive your product may be— 
ALDUR will never affect its taste or 
smell—ALDUR is TASTELESS—and 
ODORLESS and NON-ABSORBENT. 





























YOU CAN GET ALDUR IN EVERY 
SHADE OF ANY COLOR—AND YOUR 
MOLDER WILL FIND IT IDEAL FOR 
CLOSURES—BOXES—OR GIFT CASES 


Write for information to ALDUR CORPORATION 


44 Flatbush Ave. Extension 
Brooklyn, N. Y. 
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PETERS AUTOMATIC 
~ CELLOPHANE , 
PACKAGER 


The keynote of every 
successful organization is 
Progressiveness. Peters 
Machinery Company has 
not faltered in its onward 
trend in thirty years—and 
here is new proof of its 
determination to provide 
manufacturers with the 
very latest developments 


in the packaging field. 


If your problem is one of 
packing loose products in 
Cellophane, the Peters 
Machine illustrated is the 
one to do the job for you. 
This machine requires 
only 3’ x 3’ floor space, can 
be connected to any light 
socket, yet produces 24 
complete packages per 


minute. 


Just imagine the labor such 
a machine saves. It takes 
the Cellophane from a roll 
and forms cylindrical 
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WRITE FOR 


FURTHER INFORMATION 


PETERS MACHINERY COMPANY 
GENERAL OFFICE AND FACTORY. |4700 RAVENSWOOD AVE 
CHICAGO.U.S.A 


packages around the re- 
quired weight of product 
and delivers the completed 
packages in a continuous 
stream ready for cartoning. 


The Peters Cellophane 
packager eliminates the 
wasting of Cellophane by 
using no large overlaps, 
giving you a_ positively 
sealed, economical pack- 
age. Simply designed, ac- 
curate as a watch, it is the 
ideally efficient machine 
for packaging cereals, dried 
fruits, noodles, and short 
macaronis, all types of nut- 
meats, coffee, tea and every 
other loose product. 


The list of users of Peters 
Machinery reads like the 
Blue Book of prominent 
manufacturers the world 
over. Consult us about 
your packaging problems 
with no obligation. 
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LOWERING 
CARTON 
COSTS WITH 
PETERS 
JUNIOR 
FORMING 
& LINING 
MACHINE 
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it- A good manufacturer is always on the lookout for ways and means 
ry of cutting his carton costs—but he is not willing to do so at the sacri- 


fice of complete protection to his product. 


rs Now comes the Peters Junior Forming and Lining Machine to settle 
1e this question. It is a smaller unit than the regular Peters Forming 
at and Lining Machines, but is built on the same Peters principle of 
id perfect mechanical design, to accomplish the same extraordinarily 


at fine work. 





1s 
When your carton is formed and lined on the Peters Junior, and 
folded, closed and sealed on the other units of the Peters Packaging Machinery, you know your prod- 


Fa 
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uct is encased for 100% protection. 






Consult a Peters engineer. 


PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
CHICAGO.U.S.A 
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RESULTS COUNT! 


When the advertising agency, advertiser and retail merchant are 
enthusiastic about a window display it ought to produce good results. 
For over twenty-five years EINSON-FREEMAN CO., Inc., has been 
specializing in sales-producing window and counter displays. 























quoted 


“The Noxzema Chemical Company are 
enthusiastic about the job. We also are 
very well satisfied with it, and | want you 
to know that we appreciate very much the 
hard work and the conscientious effort you 
put into this job.” 


V.. Ge Fe Aa ee 


RUTHRAUFF & RYAN, Inc., Advertising. 


















Noxz ALLL 


yt) 1 quoted 
i] 7) t>. “The new Noxzema Sunburn Display, already 
S \ Ne fairly well distributed, is receiving a great 
( / ie deal of favorable comment from both con- 
en We © sumer and trade and should do an excep- 
& »% X tional selling job for us— it's a ‘peach.’ 
= N 


“In my opinion, which | feel confident is that 
of the entire organization, it is beyond a 
doubt the most striking display Noxzema 
has ever put out, if indeed it is not the best 
Sunburn display of the season.” 


Sales Manager, 
NOXZEMA CHEMICAL CO., Baltimore, Md. 





FINSON - FREEMAN Bch S as 


the Einson-Freeman Patented 


L | T i Oo G RA P faa a R S Offices and Manufacturing Plant Double Tier Container . 
Starr and Borden Avenues Licensee for Suiatentienentie 
LONG ISLAND CITY—NEW YORK Paper Boxes, Ltd., London, 


New England Office--302 Park Square Bidg., Ontario, Canada. 


Boston, Mass. Western Office—-Wrigley Bldg., 
Chicago, lil. 
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A drug store display which at first glance conveys the idea behind it. A dis- 
play that does justice to the sales building aids of the packages. 


Give Your Windows a Chance to Sell 


Your Packaged Goods 


WITHIN THE BOUNDARIES that constitute the 
well-designed package, which brings in its wake all those 
characteristics essential for the successful outlet of the 
product, lies a wealth of sales for the foresighted re- 
tailer who takes advantage of the hidden properties 
these packages contain and utilizes them for the most 
valuable asset his establishment possesses. 

For some time now retailers have been capitalizing on 
consumer consciousness to the merits of package appeal, 
and yet, with all the strides modern packaging has made 
within recent years, the potentialities of the package 
wealth as a sure and direct road to the pocket of the con- 


by Ann Di Pace 


sumer through the medium of window display has been 
sadly underestimated. Underestimated, if we are to 
accept at their face value, the examples prevalent in 
every street and avenue in any large city. Actually, a 
more truthful and charitable statement, in a broader 
sense, would be that this medium of advertising and 
circulating the world’s packaged products is regretfully 
undeveloped. Particularly so, since, as is well known, 
the percentage of a store’s value to the merchant is 
based on its frontage, a fact appreciated and pains- 
takingly sought after by every prospect. And yet, 
despite this recognition of window display space as a 
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distinct asset to the establishment, little, if at all any- 
thing from a truly effective angle is done to make it 
fulfil its function by the retailer of packaged products. 
The importance of the package as a unit in the mer- 
chandising of products needs no further endorsement. 
Its necessity is now well founded as recent events have 
Such being the case, it does seem too bad 


proved. 
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A recent exhibit of the du Pont Cellophane Company which from all angles 
embodies all the principles of a good window display 


that a medium which on reliable authority constitutes 
87 per cent of all effective advertising, and is conceded 
by all to be an aid to merchandising, should be handled 
in so thoroughly a 
slipshod manner as 
most windows seem 
Of this, 
we know whereof we 
speak, for street after 
street and avenue 
after avenue was 


to indicate. 


combed in search of 
really good looking 
and productive win- 
dow displays to serve 
as the basis of and to 
illustrate this article. 
And productive they 
must be if the win- 
dow is to accomplish 
its aim. 

Strange, when one 
considers the many 
truly smart and ar- 
tistic packages in 
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distribution that there is a dearth of effective window 
displays of packaged products. Stranger it seems 
too, when the four underlying functions of a good 
display tie-up so completely with the basic principles 
of a well-designed package that stimulates sales in 
the product. In fact, they are synonymous which, 
all the more, makes the window of packaged prod- 
ucts a gold mine for the up-to-the 
minute retailer. 

True, there are various types of 
window displays, but it is the win- 
dow that sells which is of main 
concern, and to make the window 
really sell the store’s merchandise 
it must first attract, second, create 
interest in the contents, third, 
arouse a desire for them, and 
finally, actually compel the passer- 
by to enter and buy. In other 
words, they must tell a story con- 
vincingly, interestingly and con- 
clusively, a story which the pack- 
age also tells, if it is a good one. 
And in window displays this can- 
not be done in an unrelated 
manner. There must be an idea 
behind it—a well-planned idea, 
one the retailer wishes to convey, 
and around this idea the display 
must be built. In nine cases out 
of ten the retailer depends upon 
the quality of his products to 
sell his merchandise. This at- 
tribute of a quality store is one 
every merchant strives to obtain, 
and where more decidedly can he convey this idea 
to prospective customers than through the medium 


of his own establishment? In designing pack- 


Packages that show to advantage the appetizing flavor of food products are given a further 
appeal by attractive displays such as this one 
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ages, the aim of every modern designer is simplic- 
ity if the package be smart, if it is to denote quality. 
So should the arrangement of merchandise for window 
displays be carried out. Here is where the fundamen- 
tal principles of package design should stand the retailer 
of packaged products in good stead. On the contrary, 


however, the merits of his packaged merchandise are 
cast to the four winds in the heterogeneous arrangement 








they acquire when placed before the inspection of the 
passerby. What avail attractively packaged items, the 
efforts of the manufacturer, if they are to lose their 
personality behind that important plate glass window? 
Displayed well, their merits assume a two-fold buying 
urge; they hold within themselves the functions for im- 
pelling purchase, for stimulating demand, and when 
coupled with the underlying principles of window dis- 
play design, the attraction, interest, desire aroused is a 
potent influence on sales experienced by too few retailers. 

It should be an easy matter for even those retailers 
whose knowledge of window display principles is not ex- 
tensive and whose artistic ability is small, to create a 
display of packaged merchandise which will pass mus- 
ter. Packages, because of their inherent qualities, 
particularly lend themselves to an effective display. 
They have color, which next to action, is the most 
powerful influence for attraction; in design they are 
decorative which all unconsciously forms a background, 
making the use of decorative (Please turn to page 84) 


1. Without doubt, the packaging of these products is the 
thought behind this window display. The showing of a 


few less products, however, would have made this window 


much more effective 


2. A well-balanced display that brings to the foreground 

each of the three items shown through an excellent choice 

of arrangement which draws the eye compellingly to the 
packages shown 


3. The insistence upon the importance of freshly made 
chocolates is the selling point of this window display of a 
British chocolate confectioner, who exhibits empty boxes 
with the card reading, ‘‘These boxes are now empty but 
we are busy making chocolates to fill them. Buy home- 
made chocolates and know they are freshly made”’ 


4. Selling everything from toys to drugs, the window 

display is a problem for this type of store. Good judg- 

ment, an artistic sense, plus a knowledge of what constt- 

tutes consumer appeal has made this display one well 

suited to bring out the sales characteristics of the packaged 
products 


PREAKEAST. LUNCHEON DINNEF 
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TASTY 


KEEPING TASTYEAST 


By D. E. A. Charlton 





Feeding Tastyeast bars to cross conveyors which carry them to the wrapping machine 
where they are automatically wrapped in aluminum foil and a lithographed band label 


EVERY RADIO FAN, of course, knows the music 
and words of the Tastyeast theme song: ‘‘—tempting 
to your appetite. Clean and wholesome candy—”’ 
words which convey the quality and healthful properties 
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of that well-known confection. Of no little interest on 
the program—and of special importance to those who 
package—is the announcement that Tastyeast is sold 
in specially packed containers. Thereby hangs a 
story, for Green Brothers of Springfield, Mass., the 
makers of Tastyeast, have found it desirable to con- 
tinuously maintain the freshness and flavor of their 
product, and have done so by adopting modern packag- 
ing methods. No effort has been spared to obtain 
up-to-the-minute equipment and materials; in fact, 
the packaging of Tastyeast occupies a place which is 
of equal if not greater importance than other produc- 
tion operations in the manufacturing schedule of the 
company. 

The accompanying views, taken at the Springfield 
plant, show the various steps of packaging Tastyeast, 
although it is impossible to picture therein the ac- 
tivity that intrigues the visitor. 

From the floor above the chocolate-coated bars of 
Tastyeast are delivered by conveyor to the main 
packaging floor where they are fed by operators to 
cross conveyors, and carried to the wrapping machines. 
Here each bar is automatically wrapped in aluminum 
foil and supplied with a lithographed band label at the 
rate of 120 per minute for each machine. There are 
ten such units at the Springfield plant. 

From the wrapping machines the labeled bars are 
conveyed by belt to the cartoning machines where 
three bars, together with a descriptive leaflet, are 
inserted in each opened, knock-down carton, and the 
ends of the latter tucked in. There are in all four 
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cartoning units, these operating at a speed varying 
from 100 to 106 filled cartons per minute. Two of 
these cartoners are belt-connected to independent 
wrapping machines; one, of the constant motion type, 


is direct connected to a similar wrapper, while the 
fourth is integral with a wrapper of the same make. 
In each of these wrappers a Cellophane sheet, auto- 
matically cut from a roll, is placed around the filled 
The completed 


carton and sealed on three sides. 





without interference to other operations. Counting 
devices on the wrapping machines record an actual 
count on production. An air-regulating system pro- 
vides comfortable working conditions, the operators 
in their clean, white uniforms furnish an added im- 
pression of cleanliness throughout. The company also 
provides a first-aid room as well as a rest room for the 
benefit of its employees. Altogether, there is every 
evidence here of an earnest effort to produce packages 





Labeled bars of Tastyeast are inserted in knock-down cartons, the ends tucked in, automatically wrapped and sealed with 
Cellophane and placed in display boxes which contain eight cartons of three bars each 


packages are then placed by operators in display boxes, 
eight packs of three bars each in every box. 

These boxes are formed by machine from a single 
piece of board and are end glued at the rate of 2100 
per hour. A display card, placed in each, forms a cover 
flap, and the filled boxes are then slid into printed 
sleeves to form the 24-bar family 
packages. The latter are carried 
by gravity conveyors to the floor 
below where a special wrapping 
machine places a sheet of Cello- 
phane around each box. In this 
operation, the required wrap is cut 
off from a roll, each box is lifted up 
to the wrapping mechanism and 
the ends of the wrapper folded and 
sealed at the rate of 52 per minute. 
These boxes are then packed by 
hand, twelve to each corrugated 
case, and sealed for shipping. 

There are other points of interest 
about the packaging operations as 
conducted at the Tastyeast plant. 
The arrangement of controls on 
the various conveying belts and 
machines is such that any of 
the several units can be _ dis- 
engaged whenever necessary and 


ey ee 
ee a 


that are worthy in construction and assembly of the 
product they contain. The care and completeness 
exercised in the various operations of the packaging of 
Tastyeast furnishes another interesting and striking 
example of how large-scale production may be prepared 
for distribution by means of automatic equipment. 





A unit automatically sealing with Cellophane the display boxes of Tastyeast 
which are packed by hand, twelve to each corrugated case 
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New Ice Cream Brick 
Fits Refrigerator Tray 


By Emory C. Woodward 


A group of the various types of cartons used for Goodman's Ice Cream. 
tween the new ‘‘Tray- Kool’ package to fit the refrigerator tray and the regular brick carton directly below. 


tions on the cartons depict their use for either loose or brick cream. 





HAVE YOU EVER tried to keep a brick of ice cream 
in presentable condition for a few hours during a good hot 
spell? Suppose you want to serve ice cream to your 
guests. The blamed stuff starts to melt the minute the 
soda clerk takes it out of the refrigerator in the store. 
It continues to melt while you carry it home. By the 
time your guests sit down to the table, you have to serve 
straws instead of spoons. Of course, they always smile 
politely and murmur, ‘‘Oh, I like my ice cream soft!” 
but do they mean it? 

Such difficulties have been overcome, at least by the 
people who buy the new style brick being featured by 
the Goodman American Corp. in Chicago. 

It’s one of those simple ideas; so logical that it can’t 
avoid being successful. A new quart brick, just like the 
old ones so far as combinations of flavors are concerned, 
has been designed to fit into the tray of any standard 
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electric refrigerator. All you have to do is remove the 
ice cubes and substitute the package when it is delivered 
or brought home. Then you can wait as long as you 
wish before serving it without fearing that it will melt. 

The Goodman American Corporation has been manu- 
facturing ice cream for more than forty-five years and 
the greatest part of its product has always been dis- 
tributed in bulk. However, M. C. Goodman, vice- 
president of the company, states that in later years the 
proportion of package business has been increasing. 
Two years ago the package trade represented but ten 
per cent of the total output of the company. Today 
that figure has increased to twenty-five per cent and is 
continuing to grow. 

Mr. Goodman believes that the new brick, the carton 
for which is shown at the top of the illustration and 
which has been given the (Please turn to page 86) 
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TO ATTEMPT PREDICTIONS of any sort during a 
period that admittedly presents unusual conditions in 
business requires that such prognostications be tempered 
with perhaps more than the usual sprinkling of “‘ifs,”’ 
“ands,”’ and “‘buts.’’ It is simple enough to say ‘“‘the 
public wants this—or that’’ and assume that the guess 
is aright one, but a certain fickleness or a change whose 
origin may be far removed from the field or business 
affected will often cause such assumption to be in 
error. So this year’s symposium of what may be ex- 
pected in paper box coverings, linings and wrappers 
may well be prefaced ‘‘to the best of our knowledge and 
belief.”’ 

As in past years, MODERN PACKAGING has requested 
opinions from various paper manufacturers, paper box 
makers and others as to the trends in colors and designs 
which will be evident during the next twelve months. 
The replies to these requests furnish an interesting sur- 
vey and one from which definite conclusions may be 
reached. Among the most outstanding of these is that 
the appeal of bizarre, futuristic design and color com- 
binations has passed. Quieter and daintier patterns in 
which pastel shades dominate are more popular in the 
average run of stock and special papers. Silver and 
gold papers are popular. Pale green seems to have the 
preference so far as color is concerned. 

While the first half of 1931 was an acknowledged 
period of depression, specialty papers of all types seem 
to have run above the average, writes one manufac- 
turer. ‘‘The deep-thinking boxmaker would use his in- 
genuity in producing new types and new effects in 
fancy boxes and while the volume, of course, would not 
be as great as in the more staple type of box, still, such 
a box, covered with an individual attractive type of 
paper, would have a demand and show a profit on the 
transaction. While business conditions are apparently 
improving, we are still in a period of high competition 
and, from an economical standpoint, will remain in 
such a period until financial relationships between the 
various leading countries in the world have been more 
evenly stabilized. Such a period, naturally, will pay 
well to the individual who creates papers and boxes 
that have intrinsic merchandising value, to a public 
that is becoming more and more educated to purchase 
attractiveness and style.” 

From a prominent box maker comes this interesting 
<omment. ‘The long siege that we have been through 
in modern art has finally left a very definite imprint on 
the minds of the public at large, and taught them to 


Decorative 
Paper Trends 


look for real originality coupled with good artistic bal- 
ance rather than to be continually going back in the past 
for their designs and color. Then too, this matter of 
good taste has been so stressed not only in the smart 
magazines but in the daily newspapers that the people 
in the streets are gradually wondering and inquiring 
what consists of good taste, and have found out in an 
incredibly short time; which of course means that there 
is an increasing demand for a design that appeals to 
reason and good taste rather than to the eye alone. 
The question that the public and manufacturer will ask 
of a design of any sort from now on is ‘what good is it,’ 
that is, it may appeal to the eye as being very ‘flashy,’ 
colorful or attractive in many ways but have no definite 
useful function for any purpose whatsoever, therefore, 
the manufacturers that are bringing out designs and 
suggesting them for definite purposes are along the right 
track, creating designs that will actually help sell mer- 
chandise.”’ 

Bearing out opinions already expressed, a manufac- 
turer of box wraps states, ‘“Today’s trend in fancy and 
decorative trends is away from the modernistic and 
futuristic. They have had their fling and served their 
purpose. Designs will be of a modern trend without 
the strong glaring colors used in profusion. New 
shades of solid colors, away from the conventional reds, 
blues and greens will predominate. Solid color back- 
grounds with one or two contrasting colors for decora- 
tion and lettering, perhaps silver or gold as one of the 
colors. The solid color package in new shade color 
offers a strong contrast to the multi-colored package and 
thus has advertising sales attraction today.” 

“The popular box covering for the coming year,” 
writes a large distributor, ‘‘will run to the simpler de- 
signs in the pastel shades. The so-called modernistic 
designs will have to take a back seat for awhile. The 
artistic treatment of the modernistic design, we think, 
is here for all times, but wild designs and poor art work 
labeled modernistic, is gone. It is our opinion that a 
great many concerns make a serious mistake in follow- 
ing strictly along with trend of the market, in the matter 
of colors and designs. By this, we mean, that when a 
majority of papers go modernistic in loud colors, then 
change to simple designs in pastel shades, these sudden 
changes are apt to make the box lose its identity to 
the buying public. 

“We believe the box covering paper should be se- 
lected for design and coloring that best represents the 
contents of the box, and made (Please turn to page 53) 
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Pastels Lead for Coming Year; 


A—Graceful fern design from Middlesex Products Co., 
dainty in its interpretation and showing a delightful use 


of a modern treatment. Comes in several pastel colors. 


we “ 





C—A striking pattern for the holiday trade quite sophis- 


Blue is used as a foil against the 
By the Marvellum Company. 


ticated in treatment. 
Christmas red and green. 
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B—A conventional block pattern from the Hampden 
Glazed Paper & Card Co., that makes its appeal through 
color—green, blue and silver against the black. 












N 


By, 











































A\ ra a a a ies SN 
iil Ulla: ee lM hla, le 2a 
N : ats : S : 
\ gece, ~ 
Nag N 
SSN N 
ene ire 
Xx ~~ 
. SS \ 
~ 
Oe NB LN 
‘ NEX 
\ NaS 
N NaS 
NN YS * 
NN NaS Py 
NY KX NaS 
SURI RUT EF GRR 
AWN ‘N 
LNA, VY LOI ft // \y/) Y y 
N , YS XQ8 
N if ZNA 
x VN . NSS 
Ss ‘ - ve N S 
‘ } ‘ 4 ~ 
N ; BN 
N S EY 
a GN 5 a NEN 
Ps TRING G Fae, 
WS a NS 
SON LW 
7 RAEN = 1. ~ SS 
\ iA  N 4 
Nerd, a NES 
NO as NGS : 
N ry . \ esd N S 
LLL ea Y ULE LLL 
— ~ * NY WZ NS 
1 SA Ye, \ a CNN 





3 


VUIAAMISL LS 1, 





MNS MISSA SA ZZ 
VELIILELLL, 





D—Simple and charming is this stripe number from 
the Beekman Paper & Card Co., in yellow, black and green. 
The silver splashes relieve the vividness of the colors used. 


Restrained Modernism Definite in Swing 


>den E—No Christmas would be complete without this familiar F—Just a pine tree motif in green and white against a 
ugh scene for box coverings. Beautifully effective with the cres- red background, but how quaint and intriguing in its in- 
cent red background. By Chas. WW. Williams © Co., Inc. _ terpretation of frolicsome gaiety. From C. R. Whiting Co. 


G—A conventional and simple motif which gains new H—For the formal package, this familiar Christmas 
appeal because of its use on velour paper. Comes in motif, printed in four colors, 1s given added attractiveness 
pastel as well as brilliant colors. By District of Columbia by its use on transparent cellulose. From Shellmar 
Paper Mfg. Company. Products Company, Inc. 
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Simple and Dainty Motifs Predominate 


I—In red and silver against a green background, this J—Exquisite is the word this number calls to mind. 
floral and pine cone motif is decidedly refreshing and is Dainty, too, because of its employment on silver paper. 
effectively suggested by the treatment of spaciousness in The star motif lends itself in a striking manner on 
design. From the Marvellum Co., Inc. this type of paper. From the Reynolds Metals Co. 
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K—A modern treatment of the Christmas candle motif, L—A nother delightful number from the Shellmar Prod- ada 
executed in black, blue and gold against green. Though ucts Co., Inc., printed in three colors on transparent trac 
decidedly modern, it is effective because of the spirit of cellulose and incorporating in the design a combination of use 
the occasion. By C. R. Whiting Co., Inc. dignified simplicity with charming informality. grai 
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Beauty 


in 


Redwood Boxes 


“OLD WHEN ROME was young, older indeed than 
the Pyramids, the oldest living thing in the uni- 
A tree, specifically the redwood, is given 
Representing an un- 


verse....” 
this designation of its antiquity. 


usual combination of artistic beauty and utility, boxes 
made from the historic redwood are greatly prized and 





offer a variety in their adaptability to many purposes. 

Made of selected edge grain stock, with designs and 
silhouettes carved or etched on panels of solid, vertical 
grain timber, Echwood chests have gained great popu- 
larity as packages for confectionery, cigarettes, fruit 
cake, silverware, hosiery, and other articles. 

The three boxes shown will serve to illustrate the 
adaptability and construction of these durable and at- 
tractive chests. All are hinged cover boxes and make 
use of etched designs on the cover panel. The redwood 
grain forms a background for these designs. The 


vanity chest—for confectionery—at the top of the illus- 
tration is velvet lined (cardinal red) and provides 
accommodation for various items such as lip-stick and 
powder box. The mirror which forms the inside of the 
cover of the chest repeats, on the etched glass, the de- 
sign featured on the top panel. The sides are gold 
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lacquered with black trim. The chest at the left has 
been used extensively for confectionery, is said to be 
one of the most popular in this field in fact. It is also 
velvet lined (green) and duplicates the top panel design 
on the cover mirror. The lid is lacquered in dull gold 
and the lower part of the box is in green. The third 
box is used for cigarettes and contains individual com- 
partments for the various brands. It is lined with an 
imported Japanese wood veneer paper that obtains a 
particularly pleasing effect. These boxes are made by 
the Pilliod Cabinet Company of Swanton, Ohio. 
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Editorially Speaking 


In Chicago The Second Packaging Conference, 
Next March now definitely scheduled to be held in 
Chicago, at the Palmer House, from 
March 7 to March 12, promises to be “bigger and 
better.’’ It is none too soon to make plans, for the 
proposed activities contemplate a broader consideration 
of all packaging subjects in addition to the inclusion of 
packaging and shipping, and it is expected that the 
attendance will far surpass that of this year. 

The selection of Chicago as the convention city is 
indeed a logical choice. We understand that the policy 
of the American Management Association, who are 
sponsoring the conference and exposition as one of the 
activities of its Consumer Marketing Division, is to 
rotate its meetings between various cities, so that the 
decision meets their plans in a favorable manner. It 
is to be expected that the attendance will be consider- 
ably larger than this year’s conference, and more ade- 
quate and convenient accommodations for the meetings 
as well as the exhibitions are possible at the present 
time in Chicago than in New York. Then, too, a 
survey of the territory surrounding each city is such 
that practically the same attendance can be expected 
whether the meeting be held here or in Chicago. Many 
of the eastern equipment and supply manufacturers 
who can be counted upon to exhibit maintain Chicago 
offices, so that little opposition was found in this 
particular. 

Elsewhere in the issue is included an announcement 
of this forthcoming meeting. It is particularly grati- 
fying to note the extensive list of individuals who will 
form the personnel of the advisory committee, as the 
cooperation of these men can help immeasurably to 
make the conferences successful. All have been 
closely identified in one way or another with the move- 
ment toward the greater use of better packages. 

The stage seems all set for a highly interesting and 
successful conference. 


® 


Hard Work— We find it of advantage in these 
A Panacea columns to view past performances 

as one means of determining future 
statements. So that the practice of reverting to earlier 
issues of MODERN PACKAGING has become more or less 
a matter of habit. Such a practice serves as a valuable 
check; it enables us to measure progress, or even retro- 
gression, and to test the soundness of our beliefs. 
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There is no good reason, of course, why an editor 
should not change his opinions if he is convinced that 
such should be done, even though the impression exists 
that he is to be different from other mortals in this re- 
spect, and that once having made a statement no de- 
viation therefrom should be considered. To expect 
the latter is exacting just a little too much. 

However, the foregoing is merely a side thought. 
Weather conditions of the past few weeks have caused 
us to remember a similar hot season of last year, and to 
make sure of our ground we referred to the August, 
1930, issue in which we note ‘‘Christmas Thoughts at 
90° Above,’ which definitely fixes our beliefs as to 
meteorological conditions at that time. And we recall 
some difficulty then encountered in forcing ourself to 
fill these pages. Excessive humidity is not particularly 
conducive to liberal thinking. Under such circum- 
stances it requires something out of the ordinary to 
supply the impetus needed to conduct these columns. 
So we particularly welcomed a recent news release 
which expressed the opinions of Stetson Bilges, desig- 
nated as “efficiency expert extraordinary,’’ who ad- 
vances a five-month plan for rehabilitating business. 

A return to home-cooking, more simple living, reduc- 
tion of office ‘‘conferences,’’ a moratorium on golf during 
business hours, elimination of business charts and the 
prohibition of the sale of colored glasses (blue, rose- 
tinted and otherwise) during the life of the plan are a 
few of the panaceas advocated. And, last but not least, 
says Mr. Bilges, “‘less faith in the theory that a string 
of flashy bill-boards, a good slogan, a quarter-hour on 
the air, ‘a superintendent of vice-presidents’ and blah 
copy in magazines and newspapers, will bring back 
prosperity in a day, week or even a month, without the 
mental, moral and manual support from those who are 
in command.’ Mr. Bilges would offer a diamond- 
backed platinum medal to those who put less faith in 
numerology, palmists and lucky breaks, and more faith 
in plain hard work. We think that the worthy recipi- 
ents should get at least that! 

Any mention of packages was omitted from Mr. 
Bilges’ pronouncement. We'd be interested to know his 
thoughts on that particular subject. We have an idea 
that he might make some pertinent suggestions in the 

direction of eliminating much of the flub-dub that now 
exists. For packaging, together with other legitimate 
and successful merchandising ideas, has not escaped a 
share of bally-hoo, and still needs more than a modicum 
of “‘plain hard work.” 
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How Expressive Continuously on the search for 
ls Color? information that has to do with 

; color, we learn of a theory ad- 
vanced by Helen Seevers, well-known copywriter, that 
words have colors of their own. ‘‘We vibrate to color; 
why not to words?” stated Miss Seevers, in addressing 
recently the Advertising Club of St. Louis. “If we re- 
spond to chords of color harmony, then we should react 
to harmonies of words. A word may be soothing as 
color is soothing.’’ As an example of words classified as 
to the color they suggest, says Miss Seevers, red, for 
instance, suggests swelter, sullen, sear, quick, fire, flame, 
burn, flash, carnal, lurid, bold, fierce, heat, tumult, 
danger, excitement, war, savage, aggressive. ° 

In the January, 1929, issue of MODERN PACKAGING 
we published an article by Charles E. Vautrain, ‘‘The 
Psychology of Color,’’ which pointed out the impor- 
tance and significance of color as applied to the design 
of packages. In an accompanying ‘‘correlation chart of 
color interpretation” were listed various colors together 
with the corresponding symbolism, characteristic and 
mood as expressed by each. For instance, we find 
under the color red: symbolism—love, valor, passion, 
truth; Characteristic—danger, sanguinity, fire, anger; 
Mood—intense, hot, active, exciting, fierce, vital. 

A comparison of the two theories shows a similarity 
of thought although the sequence in one is the reverse 
of the other. But both serve to point out the signifi- 
cance of color and its applied, as well as implied, effect. 
Likewise, both leave little doubt as to the expressive- 
ness of color. As pertaining to packages, the results ob- 
tained through its use can be all-embracing, if one so 
wishes; that is, the effect desired can be translated or 
conveyed by the proper selection of color. 


Transition in We are witnessing considerable tran- 
Packages sition in the packaging of various 
products, the result of newer mer- 
chandising ideas and a wider choice of materials that 
can be utilized for packages. An example of this may 
be found in the recent announcement of General Foods 
of its adoption of an improved vacuum container for 
Maxwell House coffee. From loose coffee, to bag 
coffee, to the new container is the story that Maxwell 
House is now advertising. Each step is admittedly 
an improvement. 

But packaging does not stop with a single accom- 
plishment or, for that matter, with a series of accom- 
plishments. There is the constant urge to improve— 
to make a better package, to add convenience, to incite 
greater buying appeal. We venture to predict that 
still further improvements in coffee packaging may be 
expected. 

While on the subject of coffee packages, it occurs to us 
that we have yet to see the package that fully considers 
one of the points particularly stressed by coffee 
roasters. The small unit package, the hermetically 
sealed package which contains just enough for, say, 


a family brew. Once opened, the entire contents will 
be used up—a fresh package will be opened when a 
new supply of the drink is needed. A number of these 
small unit packages to a pound can or carton. Such 
packages fully overcome the objection—the lessening 
in aroma—that is attributed to the average package 
which is not completely emptied after it is opened the 
first time. We offer this suggestion for what it may be 
worth. 


® 


An Opportunity for With the vacation season 
Vacation Packages at its peak the daily mail 

brings a greater number of 
personal greetings from friends. The wish-you-were- 
here post-card habit is particularly rife during the 
holiday period. Likewise the summer souvenir idea 
flourishes. Abalone shells made up as paper cutters 
to carry greetings from towns far removed from the 
Pacific slope, pine bough pillows and what-nots meet 
with a ready market to bring news and scenes to the 
stay-at-homes. 

There is, it seems to us, an opportunity to develop 
this urge for summer buying into one of importance 
and practicability—to create a package gift season. 
There are many worthy gifts, typical of the places 
visited or products made in nearby vicinities which, 
attractively packaged, will produce profitable sales. 

It is too late now, of course, to do very much about 
this idea, but we believe the suggestion can be placed 
in the reference file for next year. 


® 


Don't Forget With manufacturers giving 
Christmas Seals thought to Christmas and holiday 

packages, the time seems appro- 
priate to call attention to the annual drive of the Na- 
tional Tuberculosis Association which will soon be 
under way. The economic situation this year promises 
greatly increased demands on this organization and its 
affiliated associations and committees, who depend for 
their support on the sale of Christmas seals during the 
few weeks between Thanksgiving and Christmas. 

We like the slogan ‘‘Let every package say good 
health to all,’’ which is one of many used by the associa- 
tion to promote the sales of these Christmas seals. The 
thought carries more than just that which is conveyed 
by the attractiveness of the package. The worthiness 
of the cause justifies a liberal support in the purchase of 


Ke bhurhen. 
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New Davis Baking Powder can, the first outstanding 
improvement in baking powder containers in over fifty 
years, easy to open without spilling contents, easy to 
measure powder. Removing the friction top, the user cuts 
out seal directly below and the powder may be taken out as 
needed. Friction top and seal provide an air-tight and 


moisture-proof closure. 
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Contrast the box above with containers ordinarily used for mushrooms. 
It certainly is a greater inducement to buy. Further, the producer has an 
opportunity to shout his wares. Made from a single piece of board, 
printed in three colors—blue, red and yellow—and waxed. Die-cut 
circular openings afford ventilation. Distributed by Western Mush- 
room Co., Ltd., Oxnard, Calif.; package designed and manufactured by 
Menasha Products Co. 

New Owens Oval line of Owens-Illinois Glass Co., Toledo. For the 
first time, modern packaging materials and principles are applied to 
standard prescription ware. Black phenol resinoid closures replace 
metal screw tops. Made so that cork and alkali liners cannot loosen; 
electrically tempered against breakage. Smart and modern in design, 
they yet preserve that ethical appearance necessary in prescription work. 
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And now, tea in a glass container from Sorver, McEvoy & Co., Phila. A de- 
cided convenience for the housewife and an attractive jar for re-use. Sealed with a 
blue fibre paper closure and resealed with a red glazed paper seal. The label, from the 


Foxon Co., Providence, is embossed with the | ettering in gold against a red background. 



































Postcards make their debut via modern packaging in a litho- 
graphed carton designed by Brooks & Porter, New York, ex- 
clusively for the sale of views taken from the tower of the Empire 
State Building by Unusual Photographs Corp., N. Y., and 
sold only in that building. Color scheme is silver and black, 
the design modern, in keeping with the character of the building. 


Beautifully executed in light and 
dark shades of blue and white, a | 
compact baby gift package from the 
Mennen Co., Newark, N. J., contain- 
ing two cans of borated talcum pow- 
der, a cake of soap and bottle of baby 
oil.  Lithographed cans and labels 


carry this color scheme. The charm- 





ag ing illustration on the cover panels, re- 
ei peated on the containers and labels, 
ie ° F . 

Fi gives a piquant touch to each item and 
¢ 


is admirably descriptive of the func- 
tion of the package. Packed three to a 
carton. Two are completely wrapped | 
in transparent cellulose, the third is | 
for open display with transparent 
cellulose around the lower half con- 
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taining the contents. 
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Supplying the Summer Guest 
with Smartly Packaged Social Paper 


EVERYTHING IS HARMONY these days. Harmony 
in home furnishings, harmony in clothes, harmony in amuse- 
ments, too, if you will. The education of the consumer to 
that which is fitting has entered into every phase of daily life. 
A day spent on the sands of the beach in a trailing chiffon 
frock is as out of keeping as dining in pajamas. It’s been 
done, of course, and presumably will be again, but who at 
one time or another doesn’t come to realize the significance 
of what is correct, the appreciation of fine things. The 
sense of doing and acting in the particular manner called for 
at specific localities and occasions brings with it an inordinate 
sense of satisfaction. Doing things properly and fittingly 
stamps one with a possessive characteristic greatly envied 
by lesser mortals. This coordinating of all tangible things 
for the creation of harmony is the seed of the ensembling 
factor in industry. 

Contributing toward this appreciation and education of 
ensembling every concrete and abstract object with which our 
daily life is in contact are the manufacturers and designers of 
the multitude of items that share in our well-being. It is 
they to whom the greatest praise of what constitutes the 
greatest merchandising age in history should be directed. 
The lengths to which they have gone to make and place 
the public at large in a comfortable mental and physical 
state is one of the most remarkable factors in its history. 
And the possibilities of what yet can be done is unlimited. 
Correctness, appropriateness is a law unto itself today. 
Unless one is downright lazy, this creating of what should 
properly be is no effort at all. It is at our fingertips, for us 
to snatch if we will. 

Here, among a number of other things, we have the 
manufacturer and designer of papetrie items, helping us 
along in putting our mental state in its proper sphere. 
Everything has a niche of its (Please turn to page 83) 
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STERMETAL PRODUCT’ 





OSBORNE CHROMATIC GRAVURE CO. 






Mastermetal Foil, 
plus true Intaglio 
Gravure (in color) 
gives an unique atten- | 
tion-value and sales- 
leverage to Labels, 
Inserts, Wrappings, : 
Catalogues, Car 
Cards, Mailing 
Pieces, Displays, 
Hangers, etc. 
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International Silver Co. Design. 
Courtesy of Young and Rubicam, Inc. 


International Silver 
Courtesy of Young and Rubicam, Inc. 


‘00 MADISON AVENUE, NEW YORK 

















Styling Packages 


for Symbolism 


TWO PACKAGES, EACH containing the same 
brand of confectionery made by the same company, 
each known as Maillards Gold Package. Yet a 
difference, for while both are attractive the contrast is 
quite striking. In the earlier (Please turn to page 87) 


Above, the old package; 

below, the new design— 

simple, yet arresting and 
symbolic 
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for New 


Cosmetic Line 


By Mary Michael 


THE AVAILABILITY OF and facilities for 
modern packaging materials is progressing so rapidly, 
distinction and true artistry in design of package 
dress for moderate priced products is now well en- 
trenched. A convincing example of this fact is evi- 
dent in the new Gemey line from Richard Hudnut. 





































Smart Packaging 


E. H. Rehnquist 


Produced to appeal to all classes of buyers, its dis- 
tinctive packaging merits, and actually acquires, a 
place among the most expensively packaged cosmetic 
items. 

With the long list of effective cosmetic preparations 
paraded before the beauty-seeking eyes of critical 
feminine buyers, the development of a new line that 
will successfully crash the market of satisfied con- 
sumers is no mean undertaking. To wean away the 
female from a beauty product that has given satis- 
factory results is more difficult of accomplishment 
than the signing of a peace pact. The cosmetic 
manufacturer who when introducing a new line sets 
out to make inroads on other well-established prepara- 
tions has to buck the impregnable factor of a woman’s 
vanity. His problem is infinitely more complicated 
than that of the manufacturer of feminine fashions. 
Although claims for the new product are not entirely 
disregarded, the reluctance to change, based pre- 
sumably on the fear that its beneficial attributes may 
not be effected in her particular case, is very marked. 
In the early days of modern packaging when attrac- 
tive containers for cosmetics first made their appear- 
ance, despite the utility and decorativeness of the 
new boxes, the attempts to break down the loyalty 
to a favorite brand even in its ugly dress required 
considerable effort. 

Today the problem of gaining a foothold in this 
large circle of users is just as acute and one which 
can be effected only through the appeal to a woman's 
sense of beauty, her desire to possess the distinctive in 
decorative accessories. 

As charming touches to a woman's dressing table, 
the new Gemey line leaves nothing to be desired. 
In dress, it has a freshness, a sparkling quality, a 
distinct feminine daintiness immediately contagious 
in its appeal. For ensembling purposes, the subtle 
color hues will admirably fit into any conceivable 
color scheme. This is an advantage for its outlet 
rare in package dress for this type of product. 

The entire line which includes all the essentials 
for complete make-up, in (Please turn to page 84) 
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Our Own Gift Assortment 


Manufacturers designing Christmas gift packages 
would get a revealing thrill if they secured a report on 
the amount of money spent each year on printed, glazed 
or tissue paper used by folks in their homes in re- 
wrapping gifts. What with tinsel cords, ribbons, silk 
bows, colored pasters, etc., the average money spent 
in re-packaging packages must run around twenty to 
thirty cents each. Does that awaken any further 
discussion regarding a better-looking Christmas-assort- 
ment package? American habits may permit the 
selection of an inexpensive gift but, it must look like a 
gift! 
e e e 
Every knock is a boost, so 'tis said. We're willing 


to bearthem. Let themcome...... 


KEEP EVERYTHING FRESH 





“ EPIDEMIC IN HUMIDOR 
WRAPPERS SPREADS - FIGS, 
CIGARS, CIGARETS, ETC., 
KEPT FRESH ~ CORNELL 
STUDENTS TO EAT THEM - 
EXPERIMENTS IN TRANSPARENT 

“RQUGHAGE BEGIN THIS FALL" 

—NEWS 'TEM 





KEEP PRIZE FIGHTERS FRESH 
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FRESH FISH 














Reproduced through the courtesty of ‘The World- 
Telegram,’’ New York. 


Verily what sins are committed in the name of 
packaging! Now we have a package ensemble, viz., 
room and bath for two, car storage, reserved seats for 
the ball game, breakfast, luncheon and matinee ticket, 
all for $10, payable in advance. 

We reiterate the editorial statement made last month 
that package consciousness cannot be overdone, but 
just how long do our humorous brothers in other lines 
of endeavor expect us to take their sallies sitting down? 
We go one better and suggest to the sponsor of this 
package week-end accommodations and entertainment, 
that the offer include a transparent shipping case, with 
traveling conveniences, freight prepaid, for the special 
guests. The advertising should pull better, we think. 





With all the hue and cry for business among hosiery 
manufacturers, one of them will probably read this 
item, and package a dozen in a special gift container 
for Christmas sales. It should be about 9 in. x 15 in., 
with a panel at either end; a circle in the center, all 
die-cut out and covered with transparent cellulose. 
Hose, packed in rosette form, will fill the center—and 
lie flat (with a cardboard filler to show the texture) 
under the side panels. Of course the cardboard filler 
would carry the proper kind of propaganda, nicely 
imprinted. 


And the afterthought to the foregoing is that the idea 
will undoubtedly be sold by either a boxmaker or manu- 
facturer of transparent cellulose. Possibly the hosiery 
manufacturer will ‘phone us thanks for suggesting the 
haberdasheries as added sales outlets for the Gift 
Box Dozen. 


Some day, some sales or advertising manager who is 
tired of having the total cost of window-display charged 
to his department, will call in a manufacturer of cor- 
rugated boxes and show him this clipping, so that he can 
get shipping containers made in the form, design and 
color of giant replicas of his package. It would make 
a substantial center-piece for a retailer's display featur- 
ing the products that came as the contents, to say 
nothing of the ad-value during—and after—delivery 
time, for grocer retailers use shipping cartons for mak- 
ing locai deliveries to their customers. Maybe a 
shipping carton maker will see the item first, and beat 
the merchandising men to it! 


Whenever we ransack the archives of time, we find 
something to justify the crown of laurel that rested 
on the heads of the wise ancients. Three thousand 
years ago, Publius Sirus said—‘‘A Fair Exterior Is a 
Silent Recommendation’ ...and when turned out 
in quantity it achieves a Sound Value. 


When assortments or dozen lots are packaged as 
counter displays they register in multiples under the 
spur of the proverb, “In union there is strength.”’ 
Silent Salesmen become Talking Delegates. 


One of these years, someone is going to take advantage 
of the growing craze for odd-shaped bottles that are 
sufficiently out of the ordinary to invite re-use and 
put their product in a special form bottle for Christmas 
giftshoppers. The pinch bottle is increasingly popular 
for lamp bases, and, if the market is nicely limited 
and the bottle properly colored, both the man who 
makes the bottle and the ones who fill and sell it will 
profit accordingly. 
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GOOD DESIGN 


Important in Drug Merchandising 


WITH ITS ADVENT as a retail establishment 
where one may purchase everything from a cheese 
sandwich to a volume of Boccaccio, the present-day 
drug store, as a distributing medium for the products of 
many manufacturers, offers a splendid testing ground 
for the efficacy of packages. Perhaps it is, then, 
that the drug store has been largely responsible for 
many of the improved changes in the design of certain 
packages that have clung tenaciously to the spirit of 
the ‘‘gay nineties.’’ Packages for new products, not 
having to overcome the inertia of old established trade 
marks or other identifications, more readily adopt the 
present trend toward attractive and pleasing design. 
But it is certain that, for new products or old, unless 
the package which is displayed on counter, shelf or in 
windows of the drug store compares favorably with 
other packages, the sale of the product is handicapped. 

Among the last of the various groups to accept the 
present urge for color and attractiveness in packages 
are the so-called patent medicines. Breaking entirely 
away from tradition, many of the new as well as the 
older medical preparations are making their appearance 
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in packages of modern dress extremely effective. 

In its design and assembly, the package used for 
“Elixir Aspiral,’’ a new product of the Eastern Pharma- 
cal Co., Inc., New Yo-k City, attains a particularly 
pleasing effect. Elixir Aspiral, it is stated is ‘“‘a per- 
fectly blended and palatable preparation of acetyl- 
salicylic acid (aspirin) combined with glycerin and 
aromatics, in soluble media.’’ In color this product is 
a cherry red, although, as may be seen from the illus- 
tration, little of the liquid is visible beyond the area 
covered by the label. A dark brown phenol resinoid 
cap forms the closure. The background of the label is 
a yellow brown and this is varied with horizontal 
stripes of a lighter shade and a wide band of blue which 
carries the word ‘‘Aspiral’’ in white letters. Blue 
letters state the contents of the bottle—6 fluid ounces— 
as well as the brief description of the product. Note 
the carton repeats the design and color of the label. 
Clarence Cole is the designer of this package which, 
as may be seen, establishes a desirable and particularly 
pleasing standard for packages in the drug field. He 
emphasizes the value of good design in merchandising. 














Decorative Paper Trends 


(Continued from page 35) pleasing to the eye. If it 
happens to be a design of the artistic, modernistic or 
simpler design in the coming vogue of pastel shades, 
this is of little importance as long as the box has an indi- 
vidual appearance and attractiveness that will catch the 
eye. In other words, just because the majority of boxes 
are carried in the pastel shades is no good reason why 
you should adopt a pastel shade for your box covering. 
A strong design and color may best suit your box and 
surely will make it more individual, in view of the fact 
that a great many packages will show the lighter 
shades for the coming year. Try and make your box a 
little different in color and design. Paper houses that 
deal in the better grade of box covering papers can be a 
big help to you, if you tell them your problem.”’ 

A large importer of box and cover papers offers the 
following. ‘‘The highly decorated multicolored futur- 
istic or modernistic papers have passed out of the pic- 
ture. Papers which depend entirely on the surface tex- 
ture and coloring have, during the past year, almost en- 
tirely superseded the florid patterns of 1927, 1928 and 
1929. By these I mean pearl papers, cotton velours, 
silk velours, mica coated, half fine golds, half fine silvers 
and aluminum foil papers. Of course, you are aware of 
the great popularity of cotton.velour papers of which 
French velour is typical. These papers will continue 
to be popular during the next two years at least. 

‘There is, however, a gradual swing toward decorated 
papers having conventional designs in subdued colors, 
of which our French linen series are good examples. 
These papers are proving increasingly popular and we 
expect them to sell very well during the coming year.”’ 

There is no one central source from which styles 
emanate, writes another manufacturer. ‘‘Rather are 
styles developed as a composite result of the influence of 
leading artists and designers of America and Europe. 
We believe that an exception may be noted if a suffi- 
ciently broad point of view is taken. For instance, it 
would be rash to predict that red and green generally 
speaking will yield to any other colors for Christmas 
wrappings. Yellow is indelibly associated in the mind 
of a Chinaman as the one color to use for his mourning 
trappings, so the Anglo-Saxon associates red and green 
with the expression of the Christmas spirit. Silver, a 
comparatively recent bidder for first rank in decorative 
effects, will also no doubt for some time continue to 
hold its prominent place. Our own policy has been 
and will continue to be a development of new designs 
embodying new ideas, of such merit as to stimulate and 
enhance the art of packaging. The details, the compo- 
sition, the color and the handling of these designs are 
matters that are dealt with in the spirit of the moment 
when the idea is definitely worked out.”’ 

“The trend in packaging embodies the use of gold 
and silver papers and box boards more than ever be- 
fore,’ states a manufacturer who produces these exclu- 
sively. ‘‘Besides using them plain or in connection with 
other covering papers, many packagers employ the use 





of gold and silver papers as a background medium on 


which to print or lithograph attractive box tops. For- 
merly the chief products packed in boxes covered with 
gold and silver papers came under the heading of the 
perfumery and confectionery trades. The field is un- 
limited and now there are appearing on the market gold 
and silver packages containing articles varying from 
playing cards, jewelry, garters, suspenders, belts and 
hosiery to books, tea, pens and pencils, hairpins, hair 
nets and even fish hooks.” 

And a similar opinion is also held by a manufacturer of 
foil papers, who writes: ‘“‘From our contact with the 
trade we have discerned a decided increase in the popu- 
larity of silver and gold cover papers, particularly in the 
richly embossed patterns. The vogue for the silver is 
showing a noteworthy gain, especially for packages for 
the better grades of cosmetics and toilet preparations. 
Silver containers are not only rich looking, but stand 
out well on crowded counters. For containers for other 
classes of merchandise, embossed metal-surface papers 
in deep, solid colors are often called for. Color is 
wanted possibly for the mental effect—that is, rich 
warm colors seem to appeal to people more in their pres- 
ent mood, probably as an offset or counter-foil to the 
prevailing spirit of the time. In other words, a gay, 
cheerful-looking package is more likely to inflame the 
buying impulse than a dull, colorless one.” 

With special reference to lithographed box wraps, a 
large manufacturer of these papers says, ‘‘Our trade 
still seems to be ordering the same type of material they 
used formerly; namely, with red and green predomi- 
nating and large figures incorporated in the design.” 


A general conference of representatives of all in- 
terests held in Washington, D. C., on June 30 under 
the auspices of the Division of Simplified Practice of 
the Bureau of Standards, approved a simplified prac- 
tice recommendation covering the capacities of glass 
containers for mayonnaise, salad dressing and sand- 
wich spread. The reduction in variety effected by 
this recommendation is from 25 capacities to 5, or 
SO per cent. 

The five sizes recommended by the conference are 
the 3 fluid ounce, the one-half pint or 8 fluid ounce, 
the pint, the quart and gallon. It is to be noted that 
this simplification program will not affect the distinc- 
tive shapes of containers in use by different manu- 
facturers. 

The appointment of a standing committee to be 
composed of representatives of all elements of the in- 
dustry was authorized by the conference. Subject to 
the written approval by the industry, the recommenda- 
tion will become effective for new production on Janu- 
ary 1, 1932, and for the clearance of existing stocks on 
July 1, 1932. 
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Dealer Display Helps 
for the 
Horticultural Trade 


By Edward P. B. Laurence 


DURING a number of years experi- 
ence in the retail seed and horticul- 
tural trades, I have often thought 
that either the manufacturers or 
wholesalers, or both, must have a 
positive mania for expenditure in 
paper and printing! I sometimes 
have wondered, too, how much of this 
material, so abundantly and freely 
distributed among the retailers, is 
used profitably and what proportion 
is thrown away. Nearly all that I 
have ever received in the way of 
dealer helps has consisted of printed 
matter—some of it very good, some 
otherwise. Most of this comes either 
in the shape of folders for distribution, 
or as large colored posters and cut- 
outs for store and window display. 
Regarding the latter, as a rule I have 
little use for them. They are wel- 
come to a limited extent, but I have 
never considered it good policy on the part of the re- 
tailer to over-emphasize in his display any one pro- 
prietary article, such as any particular brand of in- 
secticide or fertilizer. I would rather have the reputa- 
tion of carrying ‘‘everything for the garden and farm,” 
than be known familiarly as the “agent for Blank’s 
fertilizer,’ or “‘Space’s insecticides.’ 

A retail store needs to have some individuality of 
its own, and to make a lavish window showing of the 
same conspicuous colored posters and show cards as 
are being exhibited by half a dozen or more other 
stores in the same neighborhood, detracts from the 
unique distinctive appearance that should be aimed at. 
Quite a lot of this material is supplied without solicita- 
tion on the part of the retailer. Large luridly colored 
posters and streamers, all intended to be pasted on the 
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A retail store display which enables the 
dealer to show several insecticide pack- 
ages and the use for the contents of each 





inside of the window glass, I discard in the majority of 
cases. I know that the smaller dealers ail around me 
who do not carry sufficient stock on hand to enable 
them to maintain a comprehensive window display 
built up mostly of actual goods, will use these posters 
in plenty. Why, then, should I merge the individuality 
of my display with theirs? 

I cannot but believe that instead of depending so 
much on flaming posters and other material of doubtful 
value to the better class of dealers, it might pay the 
manufacturers to get out something that would be just 
as effective, but more artistic and dignified in style. 
For instance, a reproduction in color of a picture by 
some famous artist, depicting a rural landscape, or 
some agricultural operation such as haymaking; or a 
barnyard scene, might be (Please turn to page 76) 
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: The “Cincinnati”? Tube Filler and 
Closer is adjustable for any size tube 
i, from 1%” to 1%” in diameter, and for 
4 any length commonly used. 


Adjustments can be quickly made when 
changing from one size to another, due 
to the simplified construction of the 
machine. Just one of the many advan- 
tages of this new Kiefer development. 
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The Kiefer Clipless Closure 


No more clips. No clip troubles. Thousands of dollars saved every year. A 
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TRADITION oftentimes surrounds a locality with 
the greatness given it in bygone times. It may be an 
historical event, social functions or fond recollections 
that the particular locality calls to mind. The site of 
the Waldorf-Astoria Hotel means as much, and perhaps 
more, to many Americans as it does to New Yorkers. 
The center of both business and social activities 
for several generations, it will be cherished and revered 
for years to come. It is fitting, therefore, that this 
choice of all Manhattan locations should have become 
the site of the Empire State Building—the world's 
largest office building; not only the largest, but in many 
respects the greatest in point of modernity, com- 
pleteness of appointments and architectural beauty. 
And at the dedication services, which were broadcast 
over a nation-wide network, notables from all over the 
country were present. Literally, the whole world 
paused to welcome the advent of this edifice. 

When the box designers for the Ira L. Henry Co., 
Watertown, Wis., were asked to submit designs for 
candy boxes to be sold by J. B. Back, Inc., conces- 
sionnaires, in keeping with the modernity and beauty 
of the building, there was only an architect's sketch 
available to portray the building. As the package 
would ultimately be a prized souvenir of the new 


Portraying “The Tallest’ for Candy Sales 





structure, it was decided that the picture of the building 
as well as statistical data regarding its size, construction 
and other details of interest, would be incorporated in 
the design. Two styles of boxes were required—one 
retailing at two dollars and the other at one dollar and 
fifty cents—with unity of appearance, vet sufficiently 
distinctive to warrant the range in price. 

Lovell & Covel Company, manufacturers of dainty 
chocolates, Boston, who were selected by the conces- 
sionnaires to manufacture the candies that were to 
bear the Empire State name, collaborated with the 
designers in the manufacture of the boxes. A one- 
layer box of generous proportions was decided upon for 
the two-dollar package and a two-layer oblong for the 
dollar and a half. Both the interior and exterior of 
these containers were given careful thought with 
regard to proportions and harmonizing colors. Five 
trays or compartments were used in the one-iayer box 
as shown in the accompanying illustration, giving 
sufficient protection to the contents when mailed great 
distances and added charm when the box is opened. 
This product individually cupped and handsomely 
packaged is producing a gratifying repeat business even 
in this day when two-dollar packages are not considered 
ready sellers. (Please turn to page 87) 
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DOES YOUR 
PACKAGE 
SAY: 


While the world waits for television, you must 
sell the vision. Today’s public buys with its eyes. 
Your package, if unique in appearance and 
outstanding in attractiveness, is more import- 
ant in making the first sale than the product is. 


“Cheap-put-up” means quickly put down. 


Packages with “punch” and personality, the kind 
that will arouse the buying urge and bring buy- 
ers back to buying again must be designed 
through the artists’ eyes. The present day public 


is acutely style-aware and eagerly art-minded. 


Are you a manufacturer who recognizes that 
new-style buying dooms old-style wrapping ? 
Then, let Martin Ullman design your package 


with glance-gripping effectiveness and colorful 







Pich me UP 
y PASS ME UP 


charm. We will make it unlike the look-alike 


multitude that stacks the shelf. 


Or, if the container is well-known to the public, 
we will modernize, refine and “romance” your 
package whilst preserving its familiar appear- 


ance and also its traditional remembrance value. 


We have designed some of the most famous 
packages in America. They go to dealer and 
user in the most seductive and productive form; 
so that the eye telegraphs the hand: “Pick me 
up! The cost is a mere drop in the bucket and 


the worth to a business is beyond calculation. 


A talk between you and us might be to our 


mutual advantage. 


MARTIN ULLMAN 


250-PARK AVENUE-NEW YORK 


Consultants in Product Designs. Creators of ultra-modern Packages and Trade Marks 
for those who do not want to follow the crowd, but want the crowd to follow them. 
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Private Registration Bureaus 


Should Aid Packaging 


By Waldon Fawcett 


A FRESH force wholly new Centralized 
to the scene of administrative 
business has come to the aid 
of the cause of better packag- 
ing. Quite unconsciously, 
and likewise unintentionally, 
is this latest addition to the 
commercial structure serving 
the ends of scientific and dis- 
tinctive’. packaging. Serv- 
ing in two different ways, 


tain industries. 


aging industry 


constructive —in- 
fluence from two different 
directions, at one and the 
same time. Best of all, the 
idea that finds expression in 
the new factor originated 
within the business community. And at the sales 
end, if you please. ¥ 

The concrete evidence of the latest inspiration in 
business is to be found in what is known as the “‘private 
registration bureau.’ As may be surmised from this 
title, the new-style registry is a clearing house or 
agency of deposit for property valuable enough to 
render its authentication and certification desirable. 
In this particular instance, the vehicle is employed to 
establish and insure property rights in the various 
classes of industrial property—i. e., trade marks, labels, 
designs in industry, etc. And later, no doubt, if not 
sooner, package forms and package dress. All this, 
it should be quickly added, is not the creature of fancy 
or theory. Practical working registration bureaus 
have already been established in several leading in- 
dustries. Others are on the way. 

Why all the bother over private registration bureaus 
when Uncle Sam already provides license bureaus for 
the entire general class of intangible assets? If this 
question is popped by anybody in the back of the hall, 
we'll admit the point as well taken. The Trade Mark 
Division at Washington, the Copyright Office and the 
U.S. Patent Office (particularly in respect to its design 
annex) do provide perfectly good public registration 
bureaus. But it is because these Federal registra- 


exerting 


tion bureaus, nor yet the State bureaus maintained by 
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registration 
which function as depositories for 
designs and devices and perform 
other cooperative measures are al- 
ready successfully operating in cer- 
The establishment 
of some such plan within the pack- 
can 
present Government design pro- 
tection facilities, assist appreciably 
in establishing priority of use and 
prevent much of the duplication in 
packages that now exists. 





the several States, do not 
quite fill the bill that industry 
has been driven to set up its 
own supplementary pedigree- 
ing institutions. 

If anybody deplored the 
fact that business should thus 
take a design policing service 
into its own hands, he might 
grumble that the manifest 
defects in the Governmental 
system, which are the im- 
mediate cause of the current 
invasion, stand to be reme- 
died by Congress at no dis- 
tant date. Quite true. But 
even with a new trade mark 
law, with design copyright a 
reality and with the proposed 
centralization of label censor- 
ship, there would yet remain 
work for the private registra- 
tion bureau. At least, the 
champions of the new institu- 
tion are confident that it has 
come to stay. And that it 
will augment and complement 
the Federal facilities, if and 
when Congress modernizes 
the machinery. 

As we look closer at the 
new institution, which has 
quietly arisen in the business 
landscape, we discover that it isn’t precisely truthful 
nor appropriate to characterize this as a ‘‘private”’ 
registration bureau. It is private in the sense that 
it is non-governmental. But the latest conception is 
not private in the sense that it is an individual or 
corporate enterprise for profit. There are in existence 
a few really-and-truly private bureaus which maintain 
collections of unregistered as well as registered trade 
marks and make ‘“‘searches’’ for parties who are willing 
to pay fees to make sure that the coast is clear before 
they adopt a new trade mark. That sort of thing is not 
precisely in line with the new model which is essentially 
collective or cooperative in its backing. 

It would be more consistent to dub the new-fangled 
registration bureau as “‘semi-public.’’ In its scope of 
operations, the independent registration bureau may be 
intra-industrial or inter-industrial. In other words, a 
bureau may serve as the depository for the devices and 
designs of a single trade or industry. Or, it may es- 
tablish the order of precedence for the designs and de- 
vices of a group of industries. In the latter event the 
industries are, presumably, more or less closely related 
by the nature or uses of the product. The approved 
formula, thus far, is for a trade association to sponsor 
and manage the private registration bureau covering 
itsline. Or, for a special committee to initiate a project 
for a coordinated program, wherein several trade as- 


bureaus 


complement 






























Look them over ! 


New R. C. Cans 
and the R. C. 
Mailing Tubes 


ARIETY is the spice of life! That’s the 

way we feel about it in our business of mak- 
ing more and better cans. We don’t think a day 
has been worth much unless we’ve figured out 
some manufacturer’s difficult can problem. 


Look at the new models in the top illustration. 
Note the variety of tops, the smart labels on 
both the tin and fibre styles—their excellent 
usability. 


Not content with filling every need for cans in 
which to display and sell products, we have put 
our wits together and developed a dandy mailing 
tube, illustrated below. It is of fibre, for eco- 
nomical mailing, very rigid so it will never cave 
in, has a metal bottom and screw top. There are 
seven standard sizes. If your problem isa little 
different from everybody else’s, it will be no trick 
at all to adapt a tube to your individual product. 


There are no limits to the ingenuity of our 
designing and manufacturing departments. 
Suppose you put us to work on your troubles. 
It costs so little and is worth so much. 


R.C. CAN CO. 


ST. LOUIS, MISSOURI 


Factories at St. Louis and Ritman, Ohio 
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sociations or various groups chip in to support a regis- 
tration bureau that serves the entire circle. 

Before he devotes much time to scrutiny of the new 
set-up for documenting property rights in good-will 
assets, the modern packer may demand particulars of 
how the private registration bureaus, individually and 
collectively, are to make contact with packagedom? 
In two ways. Both conducive to a reduction of that 
“package confusion’’ which is the irritating sequel to 
the multiplication of packages and the sharpening of 
competition. To be frank, it was the confusion of de- 
signs executed on flat surfaces that first prompted the 
scheme of private registration. But packages will bene- 
fit as much as though package confusion had been the 
inciter. 


THE FIRST gain which packagedom stands to derive 
from private or semi-pubiic registration will come 
through reduction of the chances of confusion in respect 
to package copy and package features. If, thanks to 
the new facilities of registration, there is a reduction in 
trade mark infringement, duplication of label lay-outs 
and conscious or unconscious repetition of color 
schemes, the cause of original, unconventional packag- 
ing will be the gainer. The influence may be communi- 
cated to the package sphere from far afield. For ex- 
ample, one of the most active scenes of private registra- 
tion of designs is the textile field. If the net result is a 
reduction of design piracy in that quarter, the compara- 
tive immunity would extend to packagers who seek 
exclusive pattern fabrics for box covers, etc. 

Second of the potentialities for packagers in the rise 
of private registration is the possibility of direct ap- 
plication to package units. Conceivably the day may 
come when major or lesser groups of packagers may 
enter into arrangements to submit their respective 
package versions to a central agency qualified to deter- 
mine all questions of priority of use, extent of sectional 
or regional distribution, etc. By the operation of a 
“package exchange”’ of this kind it would not only be 
possible to promptly warn the prospective packager 
who had unwittingly chosen a design already pre- 
empted, but it would be likewise feasible to visualize 
for the would-be creator of an original package what 
translations of familiar motifs and technique have been 
exploited and what untried glorifications of the same 
basic ideas remained to be developed. 

Some of the well-wishers of packaging, who are 
gifted with imagination, hold that private or com- 
munity registration of package patterns and package 
decorations would serve a useful purpose even if Con- 
gress liberalizes the design patent law, or sets up design 
copyright, or otherwise provides more adequate legal 
shelter for packages. The reasoning is that it would 
be money in pocket and valuable time saved to pack- 
agers if they could, via the private registration bureau, 
ascertain the degree of isolation actually enjoyed by a 
supposedly unique package, before paying the fee re- 
quired to offer the package design for entry at the Patent 
Office in Washington. 
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What renders the private registration bureau, as an 
institution, the more interesting to the forces of packag- 
ing is that it is taking on frills which may ultimately 
be communicated to package outfitting. Originally, 
nothing more than a mutual, voluntary arrangement 
for commanding respect for a creator’s rights in original 
design, the private registration bureau, in its latest 
guise, encompasses a contract system whereby pur- 
chasers of registered subject matter bind themselves 
not to copy, imitate, or reproduce nor cause to be 
copied, imitated or reproduced, directly or indirectly, 
the design or any portion thereof. Nor to buy directly 
or indirectly any copies. This, it will be observed, 
strikes at one of the main roots of design demoraliza- 
tion, namely, the underbidding of design fabricators by 
copy-cats who reproduce successful designs in cheap 
materials. 

The private registration bureau has come, through 
a gradual evolution, to its present status of a recog- 
nized reference adjunct of industry. When national 
trade associations began, several years ago, to expand 
their service activities, one of the lines developed was 
that of aid to members seeking trade mark registra- 
tions. From that, it was a logical step to the pro- 
vision of reference facilities. In some instances novel 
expedients were employed. As, for example, the 
“Search Circular,’’ a medium devised by the National 
Confectioners’ Association to enable a member to 
sound out the trade, or ascertain whether the coast was 
clear, before adopting new attire or a new nickname 
for goods. Meanwhile, enterprising lithographers, 
label printers, etc., were contributing to the growth of 
the general ideal of preliminary test of originality by 
setting up their own advisory bureaus and museums 
of specimens in good standing. To the credit of these 
supply houses be it said that their reference collec- 
tions and check-lists are by no means confined to their 
own productions. 


IT HAS remained for the autumn of 1931 to witness 
the advance of the concept of the private registration 
bureau to a point where usefulness and adaptability 
to the cause of stabilization of packaging is far more 
apparent. The new stage introduces the pioneer inter- 
industrial registration bureau designed to cultivate a 
harmonious ‘“‘design conscience’ in all sections of a 
commodity field and among all the members of allied or 
interdependent industries. The scene of this interest- 
ing experiment is the textile field. And the plan for 
reciprocal registration has been inspired by the singular 
success of the design registration bureau which has 
been operated for several years past in the silk industry. 

The circumstances which brought into existence the 
Design Registration Bureau of the Silk Association of 
America have a parallel in the conditions which con- 
front packagers. Multiplicity of new designs appear- 
ing in the average year or season, and the short life of 
many of these designs, render it imperative that means 
be provided to register and bulletin design claims with 
the utmost promptness (Please turn to page 74) 
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The jar they can’t throw away! 
Smart design, enduring construc- 
tion, a choice of any color, enable 
this molded container to give a re- 
markable impetus to your candy 
sales. It’s the sort of container 
women find both decorative in their 
homes and of great utility for their 


powder, for foods and a thousand 





other purposes. 








This jar is molded in Durez, Bakelite, 
Aldur and Lumarith, in stock designs 
with individually created: covers to suit 
your own requirements. It can also be 
advantageously used without a molded 
cover, covering your packed candy with 
transparent Cellulose. Picture the new 
appeal of your candy in these inexpen- 
sive jars. Shoppers will instinctively 


reach for it first. 


Norton Laboratories, Inc. 
Lockport New York 
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Novel Comb Displays 


Inventiveness, convenience, and space-saving are 
evident in the displays for pocket combs shown in the 
accompanying illustration. The problem of attaching 
combs to the display cards in such a way as to prevent 
their displacement in shipment and on the counter was 
successfully solved by supplying individual holders 























which are inserted through openings in the cards, and 
the combs are passed through the former. Outer 
sleeves keep the combs in place and protect them during 
shipment. Two types of display cards are shown; one, 
an easel, and the other of triangular construction. They 
are self-displaying; no setting-up directions required. 
Designed and produced by J. & P. B. Myers, Inc. 











New Eversharp Packaged Product 


The new Doric line of Eversharp pens and pencils 
just announced by the Wahl Company, Chicago, is a 
radical departure from anything now on the market, 
their shape and name being 
derived from the classic Doric 
column of ancient Greece. 
Besides the gem-like cutting 
this design effects, the new 
Eversharps are distinguished 
by four new colors, which, it 
is stated, are those of rare ori- 
ental art treasures never be- 
fore duplicated and which 
give them a jewel-like bril- 
liance as the light is reflected 
from their many faces. And 
in harmony with the classic 
beauty of the product, the 
container is a little gem of ex- 
quisiteness, being covered 
with dull gold Artcote paper, 
whose border and panel de- 
sign in black truly interprets 
the motifs of that period. 

The container for the single pens and pencils follows 
in color and design motif that in which the combination 
set is packaged. The latter, as shown in the ac- 
companying illustration is most unusual and attractive 
with its hexagon hinged cover resting on the flat base. 














INTRODUCING 


THERE IS NO closed season for ideas. 
At any and all times they serve as stimuli 
to business, promoting enterprise and 
progress. Without ideas, industry and 
civilization cease to function. Yet it is 
characteristic that most ideas appear 
simple after they are shown—of the Colum- 
bus-and-the-egg variety—one wonders why 
they were not thought of before. 

Merchandising, that indispensable aid 
to business, owes its very existence to the 
exploitation of ideas. We think of the 
package as a means of merchandising— 
one of the most direct forms of mer- 
chandising that we have. 

With the thought of stimulating con- 
structive thinking and developing novel 
and practical ideas in merchandising, 
MODERN PACKAGING announces the 
creation of a new department to make its 
initial appearance in the September issue 
of the publication. Briefly, it is planned 























"IDEAS" 


to present each month in this department 
a series of suggestions that will have 
practical value to those who have a 
merchandising job to do, via the package. 
It contemplates, if you will, an open 
forum within which executives will have an 
opportunity to present, discuss and inter- 
change ideas. As contemplated, the plan, 
further details of which will appear later, 
includes a wider scope than is indicated in 
this announcement. 

Every phase of advertising and mer- 
chandising has its special exponents. In 
picturizing ideas—ideas that encourage 
sales—Martin Ullman occupies a position 
of unique prominence as consultant to 
advertisers and industrial corporations. 
An idea man, engaged in business for him- 
self, Mr. Ullman recreates goods and con- 
tainers with pad and pencil. To conduct 
this new department, MODERN PACK- 
AGING has secured his services. 
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| CREATIVE ABILITY 
“| THAT PRODUCES SALES 
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Balance your books with IDEAS. In manufacturing or 
selling, external forces which affect every business bring 
a flow of emergencies that can only be met with new 
ideas. The pressure of economic trends, new discoveries 
and style changes make ideas a necessity for business 
leadership. As consultants and designers we offer you 
that vital but invisible asset to business vitality—creative 
resourcefulness and the outside viewpoint resulting in 
more desirable merchandise for the consumer and in- 
creased sales for the manufacturer—the logical result of 
improved commodities. 


The Package Design Corporation is an organization of 
specialists equipped and qualified by past experience to 
serve its clients in a creative or advisory capacity in 
various ways from the conception of a name, style, trade 
mark, package design, product design, package analysis, 
» color counsel, style trends, method of packaging, physi- 








WS cal construction of packages and styling of an entire 
ion ' line or single product for retail trade, including mer- 
ac- chandising and display counsel when related to our 
ive basic service. We do no manufacturing. Our ideas and 
se. opinions are unbiased. 


We design packages and style products for reproduction 
in all materials, including moulded plastics such as Bake- 
lite, Durez, Aldur, Beetle, Lumarith, etc., glass (hand or 
machine blown), metal (die stamp, moulded or extruded), 
wood, transparent cellulose, and paper, including printed 
or lithographed cartons, tight or loose wraps, set-up boxes 
for modern machine production or bench work. 


The appearance of all your merchandise, product, 
package and display, form your personality to the 
consumer. It is vitally important that this person- 
ality be inspired and protected by the guidance of 
one director. This professional control is offered 
you through the services of Package Design Cor- 
poration and will protect your commodity from 
the injection of any discordant note not in harmony 
with its personality as a whole. 








PACKAGE DESIGN CORPORATION, 8 MURRAY ST., NEW YORK 
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By Francis A. Westbrook 


THE manufacturer of surgical dressings has a varied 
clientele to which he must cater. There is the hospital 
or clinic which purchases in large quantities, the 
physician who uses considerably smaller quantities 
and the individual who goes to the corner drug store 
to buy a small roll of gauze, adhesive tape or absorbent 
cotton. In all three of these cases, sterilized, care- 
fully packaged goods are a necessity, but in the retail 
drug trade the attractiveness and appropriateness of 
the package is of particular importance. It must 
above all things suggest the cleanliness of the product 
itself. The Bay Company of Bridgeport, Conn., has 
developed an interesting group of packages, some of 
which are unique, to serve these three branches of its 
clientele. 
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Packaging Surgical Dressings 



















Significant of the 
importance of proper 
and adequate pack- 
ing, in the Bay Com- 
pany’s catalogue and 
price list full de- 
scriptions are given 
of the packages in 
which its products 
are offered to the 
public. One of the 
most interesting of 
these relates to the 
form in which ad- 
hesive plaster, given 
the trade name of 
“Bay-Hesive”’ is put 
up. This is a metal 
reel container, the adhesive tape being wound on a 
hollow tube which revolves around the core, or axle, 
as shown in the center foreground of the illustration. 
The core is permanently attached to the cover of the 
container. Consequently when the cover is removed, 
the roll of adhesive comes with it and as a strip is 
pulled off with one hand the roll turns on the hidden 
core as the cover is held in the other hand. The con- 
venience of this is obvious as it does away with the 
difficulty of tugging at the tape while the container 
turns in the hand. Furthermore, this new container 
is dust-proof and preserves the adhesive effectively 
until used up. 

BayHesive in this form is prepared in five widths, 
namely, !/s-in., l-in., 1'/s-in., 2-in. and 3-in., all 5 or 
10 yds. in length. This is particularly for the doctor’s 
bag, the home medicine chest and first aid kit. It is 
also supplied in special '/s-in. and '/;-in. widths when 
called for. 

The same material is also supplied for the doctor’s 
office, dispensary and hospital, (Please turn to page 88) 


E. H. Rehnquist 
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OMEN buy for the nation 
... they are the managers 
of our greatest buying center, The 
American Home. Women have a 
decided preference for all things 
that are colorful, attractive and 
pleasing in appearance. Your 
product must interest them first in 
the appearance of the package 
... and only after the package is 
opened is the product examined. 
Heekin Lithography on metal en- 
ables you to design your package 
in many forms. Colors that are 
true and lasting . . . faithfully re- 
producing every detail of the art- 
ist or designer. May we explain 
these things to you? 
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Coty Introduces Beauty Kit 


During this season of the year when wanderlust has 
everyone in its grip, Coty, Inc., has placed on the 
market the extremely practical and sturdy beauty kit 
for feminine use, shown in the illustration below. 
Filled with the basic and essential products for perfect 
skin care, compact and small, it takes up very little 
room in a traveling bag as well as making the various 
cosmetics convenient and easily accessible for use while 
traveling. 

Covered with a rich, simulated lizard-calf, it comes in 
a monotone-tan to harmonize with every dressing case. 


In addition to the four face products, the kit is fitted 
with cleansing tissues wrapped in transparent cellulose 
and a large mirror. And for the beach and cabana, 
this handy kit serves its purpose admirably. 


New Packaged Oral Antiseptic 


Trent Laboratories, Cleveland, have introduced to 
the drug trade market the new ‘“‘Trent’”’ oral antispetic, 
shown at the right. 

In an attractive green and white sliding carton, em- 
ploying modern principles of design, and the brand 
name on the front panel prominently carried out in 
black, this new product is packaged in 24 doses, each 
dose individually wrapped in transparent cellulose. 

Of particular interest is the excellent design charac- 
terization followed out on this carton, which in its en- 
tirety forms a superb background for the trade mark 
name. So simply and artistically is this executed as to 
immediately register a retentive impression. 
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A Clean Package for the Barber 


Cleanliness in the barber shop or beauty parlor is 
constantly receiving emphasis. Nearly everyone is 
familiar with the sanitary neck strip tissue which is 
recognized as an essential part of tonsorial procedure. 


foration. 
Save Cardboard in 
for Use Behind 


To provide such material in more convenient form 
for the operator, and at the same time assure further 
cleanliness the Kimberly-Clark Corporation of Neenah, 
Wisconsin, manufacturer of folded ‘‘Sanek’’ neck strips, 
furnishes a sanitary dispenser shown above. 

The face or front of this dispenser, which is made of 
lithographed metal (cream color) and carries only the 
lettering shown, is die cut to permit the operator to 
withdraw the strips one at a time. The rear of the 
container consists of a hinged lid provided with spring 
clips that serve to hold the packet of strips against the 
open face of the dispenser. Refills are obtainable. 

The refill packets are packed in a folded carton—24 
refills to each which is opened by cutting perforations 
at the top, permitting the removal of refills as needed. 
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FOR THE 


Particular Job... 
“U S"---OF COURSE! 


When a label job is unusually 

particular, it's natural to turn to = 

"US"... Bon Ami, America's life-long 3 etek Bie propucr, 100. 

friend, has donned “full dress.” The new — 

bathroom package is the keynote in a campaign 

that opens up an immense new market. Every detail 

of that package had to be correct,—and it is!. 
You, too, can safely trust such a responsibility to 
“US”. Every detail will be correct. 




















“COLOR PRINTING HEADQUARTERS” 


HE UNITED STATES PRINTING & LITHOGRAPH 


CINCINNATI BROOKLYN BALTIMORE 
110 Beech Street 101 N. 3rd Street 28 Cross Street 
si Sales Representatives in 16 Cities —-A Nation-wide Service. 
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The 1932 Packaging 


Conference in Chicago 


The second Packaging Exposition, Conference and 
Clinic, sponsored by the American Management Asso- 
ciation, is to be held at the Palmer House, Chicago, IIl., 
March 7 to March 12, 1932, according to a recent an- 
nouncement by Irwin D. Wolf, secretary of the Kauf- 
mann Department Stores, Inc., of Pittsburgh, Pa., and 
vice-president of the American Management Associa- 
tion, who will be in charge of these meetings. 

The forthcoming events will be on a larger and more 
extensive scale than those conducted by the association 
at the Hotel Pennsylvania, New York City, in May of 
this year, for it is planned to include packing and ship- 
ping as well as commodity packaging. 

In his announcement Mr. Wolf states: 

“The American Management Association is making 
possible the exposition of packaging, packing and ship- 
ping accomplishments as an outstanding feature of a 
fuli week's packaging, packing and shipping conference 
and clinic, and at the desire of many important com- 
panies and executives. Executives of corporations in 
all fields of production and distribution who have re- 
sponsibility for packaging and packing and shipping 
decisions will participate in the conferences and clinics, 
and we have invited more than 30 executives of com- 
pany members of the A. M. A. and an equal number of 
trade association executives to form an advisory com- 
mittee for the several phases of the week’s events, recog- 
nizing the tremendous importance of the distribution 
function in our whole economic life today. 

“All of the major phases and problems of modern 
packaging, packing and shipping technique and eco- 
nomics will be discussed. Packaging and packaging 
methods, packing and shipping devices and practices 
used by companies throughout the United States will 
be subjected to clinical study. The meeting in March 
will be much larger, more comprehensive and alto- 
gether broader in scope than the packaging exposition, 
conference and clinic of 1931, in consequence. The ex- 
position, naturally, will be an integral and highly im- 
portant part of the program which will last the entire 
week. 

“All of the conferences and clinics will take place on 
the same floor of the Palmer House as the exposition. 
Package and container manufacturers, packing and 
shipping companies, equipment companies, materials 
companies, consulting specialists, and all organizations, 
the products and methods of which have had definite 
application to current merchandising and distribution 
conditions and practices are eligible participants in the 
exposition.” 

The headquarters of the exposition are the same as 
last year, at 225 West 34th St., New York City. Re- 
ferring to the first packaging exposition, conference and 
clinic Mr. Wolf revealed that 33 companies exhibited 
and that the attendance for the three-day period was 
more than 2000. This attendance included 51 news- 
paper and trade press representatives sent to ‘‘cover”’ 


68 MODERN PACKAGING 








the clinics. The American Management Association is 
making tentative preparations for an attendance at the 
broadened Chicago exposition of 10,000 business ex- 
ecutives. 

The advisory committee, as announced by Mr. Wolf, 
and which will be augmented from time to time, in- 
cludes the following: 

O. F. Benz, director of sales, du Pont Cellophane 
Co., New York City; E. A. Srill, president, General 
Box Co., Chicago; Frederick U. Dodge, general sales 
manager, Mono Service Co., Newark, N. J.; William 
S. Bell, treasurer, Lily-Tulip Cup Corp., New York 
City; J. H. Macleod, vice-president, Individual Drink- 
ing Cup Co., Inc., Easton, Pa.; Frank L. Clouse, man- 
ager, Dominion Boxboards, Ltd., Toronto, Canada; 
Henry S. Dennison, president, Dennison Manufactur- 
ing Co., Framingham, Mass.; William S. Forbes, 
president, Forbes Lithograph Mfg. Co., Boston, Mass.; 
G. C. Wilson, sales manager, Norton Laboratories, 
Lockport, N. Y.; R. H. Norton, president, Acme Steel 
Co., Chicago; H.S. Daniels, sales promotion manager, 
Union Bag & Paper Corp., New York City; Donald V. 
Lowe, vice-president, Lowe Paper Company, Ridgefield, 
N.J.; J. Kindleberger, president, Kalamazoo Vegetable 
Parchment Co., Kalamazoo, Mich.; W. Howell, secre- 
tary, Robert Gair Company, New York City; M. W. 
Einson, president, Einson-Freeman Co., Inc., Long 
Island City, N. Y.; C. A. Breskin, president, Breskin 
& Charlton Publishing Corp., New York City; W. S. 
Landes, president, Celluloid Corporation, Newark, N. 
J.; J. W. Millard, manager, Research Department, 
Erwin, Wasey & Co., Inc., New York City; George A. 
Mohlman, vice-president, Package Machinery Co., New 
York City. 

Trade Association Executives: Robert Everett, 
secretary-manager, Dairy & Ice Cream Machinery & 
Supplies Assn., New York City; C. R. Stevenson, sec- 
retary-treasurer, Glass Container Assn. of America, 
New York City; O. M. Porter, manager, The Kraft In- 
stitute, New York City; H. A. Dickie, secretary, Label 
Mfrs.’ National Assn., New York City; Rex Moore- 
house, secretary-treasurer, National Assn. of Wooden 
Box Mfrs., Chicago; H. P. Beckett, commissioner, 
National Paper Box Mfrs.’ Assn., Philadelphia; Jesse 
Neal, general manager, American Paper & Pulp Assn., 
New York City; Raymond Bell, secretary, Liquid 
Tight Container Assn., New York City; Maurice 
Saunders, managing director, Lithographers National 
Assn., Inc., New York City. 


q 


Frederick U. Dodge has been appointed general sales 
manager of the Mono Service Co., Newark, N. J., 
manufacturers of paper packages (Kleen Kup) for 
foods and other products. Mr. Dodge has been 
associated with the corporation, in executive capaci- 
ties, since the establishment of the business in 1911. 
The resignation of Elbert Beeman, former sales mana- 
ger, became effective as of June 29, 1931. 
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Forbes Two Tier Display 
Container is protected 
under U. S. Patent 
No. 1,704,531 dated 
March 5, 1929 














“D EFORE you saw this Two Tier Display Container putting its powerful salgs story across, the 


dealer saw it as a carton fully and compactly protecting its contents. But, 


the manufacturer saw it as a speedy and easy packer making a quick “rurng 


room and a quick turnover for his dealers xz 
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Fairness and courtesy to competitors and customers 


alike have, for 69 years, been rigid practice by Forbes. Full respect 
for the patent rights of competitors is an unswerving policy that has : 
generally been reciprocated « « Advertisements imparting the im- 
pression that Forbes has lost suit for appropriating the patent rights of 
a competitor have recently appeared « « No mention is made that 


this suit was filed against an electrical dealer and defended by : 
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»Y | Forbes to protect the rights of their client and his dealer « « fr isthe 
opinion of the best counsel obtainable that the decision was errone- 


ous and that the Two Tier Display Container made under Forbes 


Patent No. 1,704,531 does not infringe Patent No. 1,428,226 


‘ « « THAT we, too, are convinced is attested by an appeal to a 

higher court which has been filed by the Forbes Company counsel 

[oe e Cometete facts and correspondence regarding all points at issue 

= will gladly be furnished to interested persons « « « « « # # « « 
H} 
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Genin Your Merchandise off the Shelf” is a big book cm full of ingenious ideas for 























putting your goods on the counter right between the buyer|and the seller. It illustrates, 
diagrams and explains numerous devices that will move your goods in a hurry. Your name 


under your letterhead will bring itto you «© #« #« ¢ #« ¢ #4 #¢ #£ ¢ 4 # #2 # ge 
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the Key to Packaging Problems 


The pulse of your business is timed by 
your sales. And you, Manufacturer of 
Packaged Products, cannot get away 
from the fact that only as your package 
keeps step with the fast marching com- 
petitive hordes can your sales show a 
healthy temperature. 


There’s more to planning a package than 


merely its designing. The handsomest 
container will not be successful unless it 
is appropriate for your product, wear- 
resisting, and can be produced with 
practical economy. But this is a question 
that justifies your full investigation. Send 
a card for the book pictured above. It 
will show you, concisely, how to find 
the key to your packaging problem. 
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Trade Literature 
@ WASHING AND DRYING EQUIPMENT 


U. S. BottLers MACHINERY Company, 4015 N. Rockwell St., 
Chicago, Ill., have issued a 16-page bulletin, ‘‘Washing & Drying 
Equipment,” which attractively presents illustrations of nationally 
known plants in which its machinery is installed, together with 
a brief description of each installation. Included also are illus- 
trations, descriptions and specifications of various equipment that 
round out a complete line of the above classification. 


@ FOLDING BOXBOARD 


AN EXAMPLE of process printing on Ridgelo folding boxboard has 
been sent out by THE Lowe Paper Company, Ridgefield, N. J. 
The illustrations shown on this are reproductions in color of several 
old and new designs of packages, designed by Arthur S. Allen. 
This group of packages was shown in the May issue of Fortune 


magazine. 


@ NEW COVERING PAPERS 


EIGHT PATTERNS comprise the new Mellowtone line of paper 
coverings from CHas. W. WiLiiaAMs & Co., INc., 303 Lafayette 
St., New York. Each comes in a variety of unique color hues 
ranging from delicate pastel shades to subdued brilliants. Two 
of these patterns are noteworthy for their expert treatment in 
geometric and block effects. 


Tue A. M. CoL_Ltins MANUFACTURING Co., 1518 Walnut Street, 
Philadelphia, has issued its complete line for the trade in the 
approved standard size sample books, 5x 8. The new edition of 
sample books contains some of the old favorites and many attrac- 
tive new numbers. The books are numbered 1 to 24 inclusive and 
include the lines Velumets, Crystallins, Silhouettes, Artistry, 
Multicolor Veluments, Old Spanish, Pastel Prints, Crayons, Metal- 
lics and Orientals. The colors range from delightful pastels in 
plain, geometric and swirl motifs to deep, vibrant hues in a dull 
and high finish. A fascinating coin dot design in five colors is 
included in the Artistry line and exquisite color tones have been 
obtained in the Old Spanish box-papers. 


THE MIDDLESEX PRODUCTS ComPANy, 38 Chauncy St., Boston, 
in its new Vani-Mode line shows eleven pastel shades in a modern 
floral motif that are enchanting in their dainty hues. The colors 
were selected from this seasons fashionable numbers. Eight other 
colors, including black, and five other embossings are also shown. 


AN INTERESTING SERIES of papers make up the Orientone line from 
Cuas. W. WiLuiaMs & Co., INc., 303 Lafayette St., New York. Art 
motifs in gold from several Oriental countries have been embodied 
in the arousing bold colors characteristic of that part of the world. 
Fourteen numbers in each comprise the Bangkok Print and Syria 
Print lines; the Delhi and Rajah Prints have a range of 10 colors 
each; Persia Print, seven and the Algiers and Sinbad Prints, 6 
each. 


Attractive Mailing Pieces 


The Nashua Gummed and Coated Paper Co., 
Nashua, N. H., have issued very attractive mailing 
pieces on their new velour papers, black embossed 
papers and waxed papers for carton wrappers. The 
accompanying illustrations show two of these port- 
folios. 

The portfolio for velour papers, which measures 
8 x 11 in., is beautifully printed in a soft shade of rose 
and black, in one impression from combination rubber 
and zinc plates, on their grey velour stock. A small 
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black panel at the upper left corner of the cover_is the 
only decorative note with the title of the booklet ‘‘Sell 
Sales Ideas—They’re Profitable’’ in fine rose lettering. 
The second page is devoted to reading matter set into 


the rose and black border circle; the third carries 
samples of various colored papers, showing the high 
type of printing and embossing possible with this paper. 
These fit into cut-out pockets. 

Black embossed waterproof paper on which the 
silver printing stands out effectively is used in the four- 


The inside pages 
of the four page 
booklet on 
Nashua velour 


papers 





page booklet for a few of the various numbers in this 
line of Nashua papers. This is a combination booklet 
showing, in addition to eleven black embossed papers 
mounted against a platinum linen number in the 
Nashua line, four other embossed papers in silver, 








Booklet for Nashua 
black embossed 
papers conforms to 
the new standard 
sizes for sample 
matling preces 





orchid and beige. The size of the folder, 5 x S in., 
has been made to conform to the new standard sizes 
for samples. 

Cleverly illustrated by human interest reproductions, 
the mailing piece on waxed paper for carton wrappers 
fully sets forth the advantages of this type of paper. 
It is entitled ‘Protection’ and the illustrations on the 
cover, some humorous, others practical, tie-in with 
the title. A waxed paper envelope fits over the third 
page of this mailing piece through which the illustra- 
tion of a carton for a cereal product assumes its true 
finished and protective appearance. 
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A NEW TOP STITCHER WITH POWER LIFT 


ITH present equipment the operator has to lift every case up to the 

proper level and then rehandle it after it is stitched with consequent 
fatigue to the man, loss of time, and possible strain and damage to the case. 
The work table also has to be adjusted for every different size of box. 


The new Bliss Top Stitcher has the work table operated by a motor, a balanced 
foot pedal controlling the raising and lowering of the table. A lever actuated 
by the top of the case automatically stops each box at just the right height 
for the blade anvil to enter under the stitching flaps, eliminating hand adjust- 
ment. No case need be lifted by hand as the machine will raise a 90-lb. case 
as easily and as quickly as one that is empty. 


Write the nearest Bliss Office for full information. 


H. R. BLISS COMPANY, INC. 


Manufacturers of Wire Stitching and Adhesive Sealing 
Machinery for All Types of Fibre Containers 


NIAGARA FALLS, N. Y. 


50 Church St. James Q. Leavitt Co., 608 So. Dearborn St., Harry W. Brintnall Co., 
New York, N. Y. Ogden, Utah Chicago, Ill. San Francisco, Cal. 
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The Billy Baxter Box 


The patented box used by self-stirring Billy Baxter 
originated by L. C. Bitzer of The Red Raven Cor- 
poration of Cheswick, Pa., embodies patentable features 
in carton containers and is unique in the mineral water 
industry. Often it is referred to as the Billy Baxter 
Dream Package. 

In the illustrations Fig. 1 shows the Dream Package 
as it is displayed on the dealers’ shelves and as it is 
handed to the customer. The package is of a brownish 
tint, the printing in black. The corrugated paper used 


is 12-point jute on both sides; the corrugations are 
made from regular straw paper, running 35 corrugations 
Occasionally, this style of paper has been 


to the foot. 


closing tape across the face of the box, and up the left 
hand corner to a point level with, and opposite, the 
place of beginning. 

It will be noted in Fig. 3 that the string has torn 
through the seal, has traveled down the right hand 
corner and is now cutting its way through the closure 
tape. This illustration also shows the box about one- 
half open. No great pull is necessary, since the taped 
paper is light and the twine is a cutting linen grade. 

It is but the work of a moment to swing the string 
quickly through the balance of the closure tape and the 
interior of the package is exposed (Fig. 4). It is easily 
observed that one side and the top of the box is thrown 
back, opening somewhat like a trunk. Between each 
bottle is a corrugated paper plug, to hold the bottles in 





varied by using a 16-point jute on the outside and a 
light weight kraft on the inside, with regular straw 
paper for the corrugations. 

Turn the package around (Fig. 2) and there is shown 
a reverse view with the finger pointing to a seal, holding 
in place the opening cutting twine. The running and 
work of this twine is really the interesting feature of the 
package. As will be observed later, this twine is so 
strung that it runs down the right hand side of the box 
to the center of the closing tape; it then follows the 
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position and to prevent breakage. To give the carton 
resistant strength on the opening side, a pad of corru- 
gated paper is placed in front of the bottles. This pad 
is scored, so that when the carton is opened it falls for- 
ward; observe it now, bearing the message “In Clear 
Bottles Only.” 

The Billy Baxter Dream Package is also made to 
carry a dozen bottles, this being accomplished by hav- 
ing two rows of bottles where only one is shown in the 
illustrations. 




























formance... from 
one operation to an- 


other. From the moment é 
the automatic feeder places 

the cartons on the traveling belt 

until they are delivered at the end of 

the sealing and pressing attachment, 

there is continuous movement. While the 


machine Uf 
that gives 
continuous per- GCG 


package isin motion it is filled. This is made 
possible by having the filling flasks travel at the 


same speed as the cartons during loading. 

It speeds production up to 60 or more cartons a minute 

and at the same time seals the package tightly. If desired, 

a liner can be inserted into the carton by the machine. The 


“Neverstop” will fill and measure accurately jelly-powders, salt, 

soap powders, cereals and other granular free-flowing products. In 

place of volumetric measurement, scales can be substituted for the more 

difficult materials. Adjustments on the measuring and feeding devices can 

be made without stopping the machine. Like all other Stokes and Smith ma- 
chines, it is simple in design and dependable in operation. For your information, 
we'll be glad to send you our descriptive folder. Write today. 


FILLING MACHINES—CARTON SEALING MACHINES—WRAPPING MACHINES 





FRANKFORD, PHILADELP 


LONDON OFFICE: 22 GOSWELL 


AUGUST, 1931 





Private Registration Bureaus 


Should Aid Packaging 


(Continued from page 66) much more expeditiously, 
in fact, than is possible through acquisition of design 
patents at the U. S. Patent Office. Quick action in 
determination and proclamation of originality is one 
of the prime advantages offered by the private registra- 
tion bureau. No less valuable to the design owner is 
the thoroughness of the process of search for novelty. 
A sure as well as a quick canvass is possible because the 
up-to-date private or commodity group bureau sub- 
divides or classifies its filed designs or subjects accord- 
ing to the motifs or outstanding features. At the U.S. 
Patent Office, designs, markings, etc., are put intosome 
fifty different pews according to the classes of com- 
modities or articles on which used. That narrows 
the vision of the scout scanning a broad industrial 
horizon for ‘‘anticipations’’ of a budding design. 

The private registration bureau, operated, say, by a 
trade association, must make a nominal charge for each 
registration in order to defray operating expenses. 
But the fee of $2 or $4 is modest, as compared with the 
expense of an entry into the corresponding Federal 
register at the Department of Commerce. The 
low cost reacts favorably for the completeness of the 
file collections in that it encourages producers to register 
all prints, models, patterns or what not, which they 
are bringing out, instead of tempting them to try to 
outguess the public on best sellers and deposit only the 
candidates that seem best calculated to prove “‘hits.”’ 
In order that it may not be made the instrument of un- 
warranted monopoly, the well-administered private 
registration bureau takes precautions to make sure 
that the subjects which it segregates by registration 
are actually and promptly put into commercial pro- 
duction. In its latest approved form, the private regis- 
tration bureau has also taken on the character of 
an arbitration agency in that, whenever duplications or 
dangerous simulations of designs are discovered, the 
bureau management seeks to bring together the rival 
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claimants in order that a compromise may be affected. 

Having made such a success of its registration bureau 
covering silk, rayon and cotton fabrics, the Silk Associ- 
ation of America has fathered the project for an all- 
textile, centralized registration bureau which may 
give business at large its first object lesson in the possi- 
bilities of coordinate, cooperative registration as a 
means of preventing piracy and encouraging full play 
of the creative spirit in the ornamentation of merchan- 
dise and containers. The inter-industrial bureau, as 
we see it in this first sample, has a radical feature, aside 
from its integrated structure in the stipulation that all 
designs registered with the design protection association 
will be sold only on contracts whereby the buyer 
agrees not to copy the design nor to purchase a copy of 
the design. 

It is interesting, further, to note a plot to bring the 
public into the picture. To clinch the honest use of 
designs, all authorized users of designs are encouraged 
to affix to their licensed products tags or labels, fur- 
nished by the design-owner, attesting that the design 
has been registered with the design protection associa- 
tion. A vigilance service is part of the program of the 
initial effort to extend the scope of private registration 
of original forms. The design protection association 
will maintain a clearing house of information regarding 
alleged copied designs. Whenever a copy is found, it 
will be denounced to all participating interests as not 
manufactured by any member of the group banded 
together for mutual protection of designs. 

Not the least that packagedom stands to gain by the 
development of the new spirit for private registration 
of devices and designs is the raising of the standards of 
design and the increase in the fertility of design crea- 
tion owing to the more profitable and more dependable 
markets that may be assured. Free-lance designing in 
America, and, to a considerable extent, staff designing 
likewise has suffered from the blight of design piracy. 
The advent of any institution, public or private, that 
operates to reward creative enterprise will be a spur to 
veteran designers and a recruiting agent for new talent. 


The new smart package, especially designed for 
Evergreen embossed napkins, the initial move in the 
campaign by the Hoberg Paper & Fibre Co., Green 
Bay, Wis., to offer the housewife a three-fold line of 
every day necessities under the same name, package 
and design. In vogue with the present trend of modern 
styling packaged merchandise the distinctive dress of 
this product will appeal to consumers. 

To bolster sales, a special display feature box, 
shown at the right of the illustration, is distributed 
with each carton order. This is a panel-fold counter 
display container with die-cut cover, which when 
folded back, makes a silhouette background of the 
evergreen tree motif. The napkins in this box are 
wrapped in transparent cellulose, permitting the 
package to be sold after it has served its purpose. 

The same design, color scheme, green and white 
against black, and the distinctive lettering are used 
for the two other items in the line, Evergreen Summit 
tissue and Evergreen kitchen towels. 
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PACKAGING CATALOG 


A gesture that pays dividends! Every manufacturer of packaged products faces a score of 
problems each week—problems of machinery installations, paper and carton stock, 
package design and display. He can’t get away from those problems, but their solution 


comes to him very easily as he turns the pages of the PACKAGING CATALOG. 


The PACKAGING CATALOG is the one authoritative guide for the packaging industry. 
Within its covers is an up-to-the-minute collection of hundreds of catalogs fully describing 
equipment and supplies of interest to you. Complete listings of all manufacturers are 
included, discussions of new ideas and developments in packaging and many other absorb- 


ing features. 


A glance thru the index of PACKAGING CATALOG (listing over 60 subjects) will be 


proof to you that you need this wonderful reference book. 


PUBLISHED BY 


BRESKIN & CHARLTON PUB. CORP., 11 PARK PLACE, N. Y. 
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Dealer Display Helps 
for Horticultural Trade 


(Continued from page 54) used appropriately to ad- 
vertise fertilizers, field crop seeds, cattle remedies or 
sheep dips. Some brief advertising matter could 
appear at one of the corners, or below, and would cer- 
tainly be read by those who were attracted by ad- 
miration of the picture. Glass-covered and mounted, 
suitably framed, this would be a permanent exhibit 
to bring out whenever the season came around for 
the sale of the article advertised. Naturally, there 
arises the question of expense, and I do not think it 
would be unfair to ask the dealer to pay at least part 
of the cost of such a production. I believe, too, that 
the better class of retailer would generally be quite 
willing to do so, if only for the reason that it would give 
a more exclusive character to his display; something 
better and different to that of his smaller competitors, 
who might be inclined to balk at an_ invest- 
ment of this kind. 

Another kind of poster or show card, which I can use 
on account of its merits as a selling aid, is the one in 
which the comic idea is played up. The picture of the 
comical little man with the big head being pursued by 
an enormous bug, and trying to reach the can of in- 
secticide before being overtaken and annihilated, with- 
out doubt led people to ask for that particular brand. 

With regard to folders, the case is somewhat different 
from that of posters and display cards. I have found it 
possible to make much more use of this form of ‘‘help.” 
Some of these folders that come to us are distinctly 
good. They are finely printed on good paper, with the 
dealer's name and address neatly printed in. The 
manufacturer of a popular fertilizer; and another well- 
known concern which specializes in a widely used soil 
application, issue extremely useful little folders. 
Instead of being filled with extravagant ‘‘bally-hoo,”’ 
they give sensible and carefully written directions for 
the use of the product: how to apply, the precise 
quantities required for application to various areas, and 
other needful information. Such folders as these can 
always be utilized profitably in a variety of ways, and 
I always make a point of doing so to the fullest extent 
possible. We enclose them in packages being wrapped 
up for customers at the counter, and also in parcel post 
shipments. They are inserted between the leaves of 
catalogues being sent out, and we have a ‘‘Please Take 
One”’ rack for them on the counter. 

All in all, I try to make as much use of this material 
as I can. I realize that even in its cheapest form it 
costs something to produce, and that indirectly I pay 
for it, since it must be included in the cost of distribu- 
tion. If, therefore, there is the smallest possibility of 
the printed piece increasing sales, it should be given a 
full opportunity. However, I draw the line at my 
firm's name being attached to anything badly composed 
or poorly printed, or making too extravagant claims 
on behalf of the product. Into the waste paper 
basket it goes! 
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Another form of dealer help which I have once or 
twice unexpectedly received is that of free samples from 


fertilizer manufacturers. Truth to tell, I have not 
found these of much real value. Hand the small sample 
to a farmer and he will tell you at once that there is an 
insufficient quantity in it to enable him to test it on 
his field crops. On the other hand, the woman who 
grows a few potted plants in her sun porch or windows, 
will find in it sufficient to keep her plants going for a 
couple of weeks. By collecting an odd sample or two 
occasionally when on her shopping tours, she can keep 
her pet plants on free food for the rest of their lives— 
and some of them do! 

One western house specializing in plant sprays has 
applied for a patent for the ‘‘“Garden Medicine Shelf.”’ 
This is a display piece for use in the retail store and is 
designed to demonstrate that the company issuing it 
has a remedy for practically every plant pest. The 
different insecticides are arranged along the shelf, each 
in a neat metal container, and while they may all be 
sold separately in any desired quantity, the complete 
outfit may be sold, shelf and all ‘‘as is.” A chart goes 
along with it which catalogues all the common garden 
pests, and gives instructions as to the appropriate 
poison and dosage for each. This is a fine thing for the 
amateur gardener, who has only to look at his chart 
and then take from the shelf the insecticide recom- 
mended to combat the particular bug that may be at- 
tacking his plants. For the dealer it furnishes an 
ideal method of attractively arranging these insecticides 
in his store window. Often too, the customer who 
comes in with the intention of buying something to kill 
one particular pest, will be induced by this display 
and the offer of the chart, to purchase the entire set.’ 


New Cloth-Backed Velour 


The Holliston Mills, Inc., of Norwood, Mass., has 
recently announced a new product known as Holliston 
Suede Cloth which has the appearance of a superior 
velour and is backed with a sturdy cloth. 

Velour paper has been one of the outstanding de- 
velopments in box-covering materials in recent years. 
To the velour appearance can now be added the natural 
advantages brought by cloth. Cloth does not crack, 
split or burst easily. It is substantial, easy to use and 
does not creep or wrinkle in application. Even with 
these marked advantages suede cloth compares favor- 
ably in price with velour paper. 

Holliston Suede Cloth, in addition to its sturdy cloth 
base, has a rich velour surface with a pleasing nap. 
It is available in eight attractive colors including 
brown, orange, blue, tan, red, violet, green and black. 
Any one of these is ideal for setting off packaged mer- 
chandise to advantage. 

There are many good box jobs where suede cloth is 
the natural choice. It fills a definite need and there is 
every indication that it will prove an unusually popular 
material with those interested in modern packaging. 














Two-Color Automatic Paper- One-Color Automatic Paperboard 
board Container Machine Container Machine 


The Simple Wire Staple 
‘> Has a Million Uses.... 


And Saranac has devoted years to discovering them, in- 
venting machines to exploit them and then improving these 
machines over and over again. Yet even years of study 
have not ——, all - uses for wire staples in = 

ackage making field. ew uses and applications are o : 
cae daily foi ol - — Paperboard 
ontainer Machine 

In your plant you may have some operation which might 
be performed better if you used wire staples. But perhaps 
in the rush of business you overlooked some of the oppor- 
tunities for saving which are to be found in the use of 
stapling machines. 

It can be said without fear of contradiction that the hum- 
ble wire staple and the efficient stapling machine are the greatest 
savers of the materials used in manufacture of packages. The 
continued trend toward less and lighter materials in the fabri- 
cation of packages is daily proving the value of the staple as a 
most important factor in the most up-to-date plants. ‘ rag 
Fibre Container And it can be further said without fear of successful con- parva 

Stitcher tradiction that Saranac engineers have created and devel- 
oped the largest line of stapling machines in the world .. . 
more than four hundred distinct machines and more than a 
thousand uses. 

Perhaps some present SAR-A-NAC machine might solve 
one of your problems . . . or it may be that a small change 
in design . . . or an adaptation . . . will serve your pur- 
pose and make you money. 


The accumulated experience of the years of Saranac re- 
search are yours... 


SARANAC MACHINE COMPANY 


STAPLING and PACKAGE MAKING MACHINES All-Rotary Press for Printing, 





Foot Power 
Stapler 








Paper Bag FOR WOODEN, VENEER, PLYWOOD, FIBRE and PAPERBOARD CONTAINERS Slitting, Cutting, Creasing 
Sealer SPECIAL MACHINERY and Stacking or Rewinding 


BENTON HARBOR, MICHIGAN, U.S. A. 





Automatic Three-Color Printing 
Automatic Fibre Container Stapler and Blanking Press 
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MACHINERY — SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


For Rinsing Motor Oil Bottles 


The accompanying illustration shows the 
model of a machine for rinsing motor oil bottles with 
The machine is a product of the U. S. 


latest 


kerosene. 

















New machine for rinsing motor oil bottles with kerosene 


Bottlers Machinery Company, 4015 N. Rockwell St., 
Chicago, Ill. 

This machine is equipped with two separate tanks 
and two washing stages. The bottles receive a forced 
spray of kerosene inside and out, the first spray re- 
moving the heavy oil, dirt, etc., and the second giving 
a final rinsing. Spaces are provided at the back of the 
machine for the bottles to drain before they are re- 
moved and taken to the filling equipment. The ma- 
chine will give approximately one tray or twelve bottles 
per minute, depending on how dirty the containers 
are when fed into the machine. 

When the kerosene in the first stage of the washer 
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becomes too dirty for further use, it can be drained 
off and the kerosene in the second stage drained into the 
first tank. The second tank may then be filled with 
clean kerosene and operation continued. This is the 
type of washer which has been supplied to the Shell 
Petroleum Corporation and will probably be standard 
for this process in the future. 


Bottle Trays of Moulded Pulp 


Considerable advance has been made in recent years 
in the science of improved methods of packing. One of 
the newer developments which is said to incorporate 
several outstanding advantages in the packing of 
bottle goods, is the use of “‘Tyte-Pack’’ (moulded 





Bottle trays of moulded pulp offer an effective means 
of shipping liquids 


pulp) bottle trays, as shown in the accompanying 
illustration. 

The trays are provided with cavities that conform to 
the shape of the bottles and are made in complemental 
halves, each cavity being approximately one half the 
thickness of the bottle to be packed. In packing, the 

















Each machine in this battery 
can wrap from 25,000 to 27,000 
packages per day. 
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Packaging machinery in 
the SUNSHINE Bakeries 


(of the Loose-Wiles Biscuit Company) 


HERE are good reasons why manufacturers of large 

production package goods, such as the Loose-Wiles 

Biscuit Company, use machines made by the Package 
Machinery Company. Highly geared plants must have equip- 
ment that stays on the job day in and day out, with prac- 
tically no delays for repair, no maintenance problems, no 
waste of material or operators’ time. 

With more and more stress being placed on merchandise 
appearance, and a constant demand for greater production 
speed, packaging today requires the finest machinery avail- 
able, especially adapted to the product in question. 

If you are seeking lower costs, a better package, or a new 
method of wrapping, consult us—solving problems built our 


business. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 


New York Chicago Los Angeles 
London: Baker Perkins, Ltd. 


PACKAGE. MACH INEF ERY co MPANY 


Over 150 Million Packages per day are wrapped on our Machines 
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bottles are laid on their side in staggered fashion, as 
shown. The trays, as received by the packer, are 
nested in bundles of handy size, ready for use. 

Among the advantages claimed for this improved 
type of packing are the following: Lower packing and 
handling costs per unit package; lower transportation 
charges due to elimination of excess weight and space; 
greater safety of merchandise, as the trays form nests 
which effectively retain the bottles so as to prevent their 
coming in contact with each other and shifting in the 
box after it has been closed; the smaller and more 
shallow containers are more easily handled and may be 
stacked higher and more uniformly; economy because 
of protection of contents by keeping corks moist. 

These trays are manufactured by the Moulded Pulp 
Corporation, 222 West Adams St., Chicago, III. 


Decorative Ribbons of 
Transparent Cellulose 


Utilized for tying and decorating gift packages by 
bakers, confectioners, cosmetic and writing paper 
manufacturers, meat packers and others, several ad- 
vantages are claimed for Cello Ribbons which are 
manufactured by Freydberg Bros., Inc., 11 West 19th 
St., New York City. 

These ribbons, made of Cellophane, are strong, 
lustrous and attractive and have an unusual decorative 


quality. They are easy to tie, do not fray or become 





These transparent ribbons make attractive decorations 


shop worn, nor do they tarnish or lose their color. 
They may be obtained in the following colors: trans- 
parent, gold, green, red, blue, purple and black; and 
in widths ranging from '/; in. to 7/s in. 

This company also manufactures Cellothread Ribbon 
which is a laminated Cellophane with two threads at 
the selvage to give additional strength. They come in 
several colors and in the same widths as Cello Ribbons. 

The accompanying illustration shows a display of 
these products at the Atlantic City showroom of the 
du Pont Cellophane Company. 
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New Transparent Cellulose 
Packaging Machine 


The increasing demand for packages made of trans- 
parent cellulose and other wrapping materials to con- 
tain confectionery, food products and the like has 
caused the development of automatic equipment for 
performing the various operations required in the 
making of such packages. Among the new machines 
which are attracting attention is that which has been 
recently developed by the Automat Molding & Fold- 
ing Company of Toledo, Ohio, and is shown in the ac- 
companying illustration. 

This machine feeds the product as it feeds the 
wrapping material, forming an endless tube which is 





New automatic machine for forming, filling and sealing 
packages made of transparent cellulose 


filled to the proper size, sealed with a tape strip and 
clipped with a strip of sealing metal, the top of one bag 
being sealed simultaneously with the bottom of the 
following bag. The triple operation of forming the 
container, filling it and sealing it is done at remarkable 
speed. The operation is continuous and entirely auto- 


























WARNERCRAFT 


THE FINEST WORD IN PACKAGING 
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Packaged by WARNERCRAFT to Meet the 
Standards of a Distinguished Manufacturer 
OR forty-two years WARNERCRAFT packages have been used by outstanding 


manufacturers to carry their articles throughout the world. 


WARNERCRAFT offers a complete line of boxes to answer every kind of packaging 
need. If a folding box answers the requirements better than a set-up box, it is 
recommended; or if a molded plastic box is the correct solution, 






































FANCY SET UP WARNERCRAFT has it also. WARNERCRAFT is unique in this 

PAPER BOXES complete service. 

one nn ie Why not consult us in regard to your packaging needs? There is no 

BOXES obligation involved, and a WARNERCRAFT designed package 
generally points the way to greater sales and increased profits through 

VY (@) G0) 4) 1O> Gaus more effective packaging. 


& CONTAINERS 


ARTISTS & THE WARNER BROTHERS CO. 


DESIGNERS ALWAYS 
AT YOUR SERVICE BRIDGEPORT CONN. 


New York Office: 200 Madison Ave. 
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matic. The closing of the ends of the transparent cellu- 
lose is a patent protected feature of the machine. 

The new machine is said to handle nuts, candies, 
coffee, dried fruits and vegetables, cereals or any other 
free flowing or semi-free flowing product and make a 
neat flat-ended easily packable package at an average 
rate of 1750 per hour or nearly 30 per minute. It 
handles moisture-proof transparent cellulose with 
equal facility making an airtight, water-proof package 
without broken folds or marred texture, and will 
form, fill and seal a double bag as well as a single bag. 
Printed wrapping material can also be used. 

The machine is compact, requiring only 32 in. x 
36 in. of floor space. A '/9-hp. motor supplies the 
necessary power and a battery of the machines can be 
operated by one girl. The standard model is adjustable 
to package sizes from | in. x 1 in. x 2 in. to 2!'/ in. 
x 3'/,; in. x 6'/, in. (standard 1-lb. coffee package). 
The package length is instantly adjustable. Other 
models of this machine will package up to 5 lbs. in 
weight. Other features of the machine are: easily 
accessible sealing mechanism, easy renewal of sealing 
material, box-cam mechanism, transmission running 
in oil, ability to syncronize with automatic weighing, 
ability to deliver unfilled bags and produce packages 
which are easily opened by the consumer. 


A New Transparent Container 


During the past few years the use of transparent 
containers of every type has grown enormously in 
The reason for this may be sought in the 
combined influence of several factors. Those who 
are concerned with the subject of packaging—such 
as manufacturers, retailers and the consuming public — 
have come to appreciate the importance of protection 
from contamination and the vital necessity for hygienic 
handling. Being impervious to air, grease, germs 
and other sources of contamination, transparent con- 
tainers perform in these respects, a service of para- 
mount importance to modern packaging. 


popularity. 


A recent innovation in transparent containers is 
Hycoloid, a product of the Hygienic Tube & Container 
Co., Newark, N. J. Hycoloid is a specially prepared, 
patented, odorless celluloid, which is unbreakable, 
seamless, light in weight and unaffected by climatic 
conditions. The basic material is clear, transparent 
and colorless although Hycoloid containers are available 
in any desired color, in either a transparent or opaque 
finish. The containers are self-decorated (four colors 
or less) and any type of closure may be used, phenol 
resinoid, cork or metal. 

Hycoloid containers, as the illustration shows, may 
be obtained in vial, jar, bottle and tube form. Since 
the tubes are collapsible, they hold their shape through- 
out use, even when the last bit of the product has been 
squeezed out. 


New Automatic Web Guide 


Correct web control during the processing or con- 
verting of a fibre sheet in a continuous operation is the 
means of producing a more uniformly finished article, 
more uniform bundles and with less waste. With 
this basic thought in mind, the John Waldron Corpora- 
tion of New Brunswick, N. J., has devoted vears of 
experience to perfecting equipment that would assure 
materials following a true line of travel. 

The introduction of the Waldron-Dickhaut automatic 
web guide is said to completely and efficiently supply 
the need for a web control to compensate automatically 
for the tendency of processed materials to follow other 
than its anticipated course through the converting 
operation. The Waldron automatic guide also makes 
it possible to perfect tandem operations that would 
otherwise be impractical to perform. With the per- 
fection of automatic tensioning devices, the manually 
controlled tension adjustments that are always a 
variable quantity are eliminated. In many plants an 
automatic tensioning device will pay for itself in the 
saving in breaks and shut-downs. 

The Waldron-Dickhaut automatic web guides are 


A group of Hycoloid containers showing the diversity of sizes and shapes possible with this transparent material and its adaptability for use 
with closures of all types 
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built to control sheets of all weights from the thinnest 
of tissues to heavy board and will efficiently handle ma- 
terials of any width. 

It is often found that automatic tensioning controls 
may be assembled directly within the converting ma- 
chines at the time the machines are built. There are 
other instances when the advaritages of this control 
are not fully recognized at the time the converting 
machines are constructed, but after placing the equip- 
ment in operation it is found that automatic control is 
necessary. 

To take care of these varying requirements, the 
Waldron company has constructed controls that can 
be installed independently of converting machines, also 
controls that may be built-in to converting machines 
being constructed. 

A bulletin which fully describes and completely illus- 
trates the various types of guides and tensioning de- 
vices has just been issued. Every executive interested 
in efficient production should secure a copy of this new 
bulletin which may be obtained without obligation by 
addressing the John Waldron Corporation, New 
Brunswick, N. J. 


Supplying the Summer Guest 
with Smartly Packaged Social Paper 


(Continued from page 44) own. The country estate, 
the mountain camp, the hunting lodge, the ocean 
yacht, each demands its rightful fittings even to its 
kitchen utensils. And in social writing, it is extremely 
essential if our distant correspondent is to receive cor- 
rect impressions of what we wish to convey, that this 
fitting in of ideas be in harmony. 

From the Whiting Paper Company, New York, 
comes the ensembling of social stationery to fall into 
the scheme of daily existence. Nothing could be 
more appropriate and, at this season of the year, 
timely, than the box of papetrie shown in the upper 
illustration on page 44. Designed for use on yacht 
or at the seashore, the feeling, the atmosphere that 
accompanies the sea-faring guest is all cleverly con- 
veyed:in this package. Executed in nautical blue and 
white, nothing more realistic, more correct could have 
been designed for the convenience and comfort of a 
yachting guest. 

And in the lower illustration this same idea is con- 
veyed. One of the prevailing color schemes of the 
present summer has been adopted, brown and char- 
treuse yellow against a white ground. The fragrance, 
the beauty, the allure of the countryside is grippingly 
portrayed in the container. 

The timeliness and the obviously perfect harmoniza- 
tion of these packaged products with the pursuits and 
environments of summer days, plus their ingenious 
design is an aid for increased sales infallible in its effect. 
And not alone in exterior do these packages appeal. 
The spirit of the occasion and locality is conveyed to the 
recipient of the correspondence by the use of the dec- 
orative motifs and color schemes on the note sheets. 


IDENTIFY 
YOUR PRODUCT 
WITH YOUR 
PRIDE MARK~— 
YOUR WARRANTY OF 
QUALITY 
Sa a el 
OUR EMBOSSED MERCHANDISE 
SEALS WERE THE ONLY ONES 
ADJUDGED FINE ENOUGH FOR 
EXHIBITION BY THE SOCIETY OF 


TYPOGRAPHIC ARTS — 1930 
_—_—orre 


he TABLE'T & TICKET CO. 


1015-1021 WEST ADAMS STREET 
CHICAGO 407 SANSOME ST. 


SAN FRANCISCO 


115 E. 23rd ST. 
NEW YORK 








RODUCT WITH 


Propuc YOUR 
APER TUBES 


AKE sure that your product 

reaches its destination intact and 
unmarred. It can be done very easily 
and economically with Cleveland Tubes, 
Cores and Containers. The sizes range 
from 1/8” inside diameter to 20”. Let 
us have your product and we'll mail it 
back to you—Cleveland-protected— 
with prices and specifications. 


CLEVELAND CONTAINER CO. 
10421 BEREA ROAD, CLEVELAND, OHIO 


Plants: Cleveland — Philadelphia — Detroit — Hoboken 
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Smart Packaging for New Cosmetic Line 


(Continued from page 50) addition to talcum powder, 
toilet water and perfume, is standard in color scheme 
and covering used. The illustration showing four of 
the items in the line conveys as clear an idea as possible 
of the interesting effect obtained by the decorative 
paper coverings. A mottled appearance achieved by 
fine brown lines against a rose beige background follows 
the lines of imported dress prints at present in vogue. 
Relieving touches are supplied by the use of silver 
panels and edges which increase the attractiveness of 
the decorative paper covering and add that finishing 
and exclusive appearance that enhances the distinct- 
iveness of the line. The name of the line and man- 
ufacturer appears in blue on the silver panels. 


Change the Comma 


THE EDITOR, 
Sir: 

On re-reading my article ‘‘Designing Labels for 
Machine Application,’’ which appeared in the May, 
1931, issue of MODERN PACKAGING, I note that there is 
an error in punctuation on page 78, second paragraph, 
which might cause some misunderstanding. The 
sentence reads: ‘‘Metal, foil and highly coated papers 
should be avoided because all will mark or crack.” 
This should have read: ‘Metal foil, and highly coated 
papers, etc.,”’ the reference being specifically to paper 
backed foil labels and not to metal labels which are not 
within the scope of this article. 


q 


Construction of the new addition to the plant of Syl- 
vania Industrial Corporation at Fredericksburg, Va., is 
progressing rapidly. This will provide increased pro- 
duction of Sylphrap and Nymphrap Extra in the near 
future, thus enabling the company to better meet the 
increasing demand for its products, especially Nym- 
phrap Extra (moisture-proof transparent cellulose with 
superior self-sealing qualities with moderate heat), to 
which the new increased capacity will be largely de- 
voted. This increased production also permits lower 
prices which are effective Aug. 1. 


FRANCIS CHILSON 





Give Your Windows a Chance 


(Continued from page 31) materials almost unneces- 
sary. And for building up purposes, simple fixtures 
solve the problem since packages, as no other item can, 
require no elaborate forms in order to obtain a balanced, 
orderly arrangement. The packages, themselves, char- 
acteristically dominate the display. And because of the 
numerous products packaged, variety—so pleasing in a 
display—in color, size and shape, adds another element 
of interest and attraction. Too much variety, of course 
will undo all one has worked to effect, but a little ordi- 
nary common sense, a little good taste, which even the 
poorest of us inherently possesses, will help to achieve 
that balanced line to which the normal eye responds. 
Emphatically, there is nothing complicated about the 
display that will appeal to the eye. Related groups of 
packaged products, while creating the effect of variety, 
can be so arranged that each is given its share of domi- 
nant attention. Simplicity being the keynote of all well- 
designed packages, it logically follows that, given a 
break, they will automatically fall into the scheme of 
things, unconsciously helping to create, through their 
dress, whatever idea the display is to portray. 

The productive and effective window display influ- 
ences sales far beyond the retailer’s conception. Sur- 
veys conducted have proved conclusively that this form 
of advertising reaches a much larger percentage of 
prospective purchasers daily, stimulates an immediate 
sale in merchandise of no immediate necessity and in- 
creases the prestige of the store. With packages, whose 
advent in the business industry has developed methods 
of display which eliminates excessive laborious efforts, 
such as adjustable display fixtures, pyramids and the 
like, making the problem of an attractive window easy 
to work out, this medium is one which the retailer of 
packaged products will find indispensable as a sales 
building aid if properly handled. 

q 

Trade practice conference rules of the paper bag 
industry as changed according to suggestions of the 
Federal Trade Commission have been accepted by the 
industry. The Commission declined to approve or 
accept eight of the former rules as adopted in the 
conference held in Washington, December 3, 1929. 








ready for insertion into your boxes. 


One man operation. 

Speedy, efficient and economical. 

You can reduce the cost of your partitions by its use. 
Full particulars on request. 


569-589 E. Illinois St. Formerly Self-Locking Machine Co. 











Here’s a machine (Vailco No. 3) that cuts from the roll and assembles partitions 


All sizes of partitions completely locked—will not fall apart. 


PARTITION MACHINERY, INC. 


Cable Address: SELF-LOCK, CHICAGO 





Chicago, IIl. 
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GAIN Tanzi is first in developing a machine 
hundreds of manufacturers need. This ma- 
chine will single fan tail wrap from printed labels, 
producing a compact, firm package for candies, 
drops, confetti, tablets, pills, ete. The illustra- 
tions show examples of the type of wrap the 
**723°" produces. 


Wrapping: Single or double. The wax 
paper is fed from a roll and the printed labels 


from a stock of cut sheets. 


Feeding: Simple and rapid—no skilled labor 
required. 


Safety Stop: Prevents the wrapping of ir- 
regular shaped pieces, and stops the machine if 
an oversize piece is fed in. 


Automatic Pincher: A sensitive device which 


MARIO TANZI 


& BROS., 





will not allow the paper to advance if operator 
has overlooked inserting candy into the conveyor. 
Insures no wastage. 


Construction: Driving mechanism of the 
**723” is distinctly separated from the wrapping 
mechanism, allowing the latter to be washed 
when sugary products are used. Noiseless in 
operation. Every section of the machine is 
easily accessible, and every step in the wrapping 
is visible, so adjustments can be made when 
necessary. 

Appearance: More a decorative object, in 
appearance, than a machine, it harmonizes with 
elaborately furnished and hygienic surround- 
ings. 

Consult a Tanzi engineer at no cost or 


obligation. 


INC. 


348 Commercial Street, Boston, Mass. 
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Buy Direct 
for low cost 
and high quality 


VERY executive knows the sure way to buy at 

the lowest possible prices is to buy direct. You 

not only buy direct from the manufacturer when you 

buy from Wilson, but you give your package the 

advantage of Wilson rust-resisting coppered wire. It 

adds immeasurably to the appearance of your package. 
Send for a sample coil and see for yourself. 


WILSON STEEL PRODUCTS CO. 


4900 S. WESTERN AVE. CHICAGO, ILL. 


General Factory Supplies, Inc., 27 W. 4th St., New York, N. Y. 











HOTEL 
PRESEDERT 


48th Street West of Broadway 
NEW YORK 


Offers you the best value in New York City 


SINGLE ¢ DAILY 
ROOM “4, () ALSO 


Single - - $3.00, $3.50, $4.00 
Double - - $3.50, $4.00, $4.50 
400 Rooms each with bath and R.C.A. Radio 
FREE GARAGE 
Special Rates to Tourists 
“Just around the corner 
from everything!"’ 

J. S$. SUITS 
Manager 
TOM YORE, Asst. Mer. 
TELEPHONE 
CHICKERING 
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New Ice Cream Brick 
Fits Refrigerator Tray 


(Continued from page 34) trade name ‘“‘Tray-Kool,”’ will 
stimulate the package ice cream business even more as 
it becomes known to users. Of course, the new style 
brick has not entirely replaced the old one as vet and 
the familiar styles of quart and pint bricks are still 
available. 

Still another form of brick ice cream is made by this 
firm for sale in baseball parks, amusement parks, etc. 
Shown in the foreground of the illustration it contains a 
quarter of a pint and retails for ten cents. The trade 
name of this package is ‘‘Brik-Kut.”’ 

Goodman American packs bulk ice cream of various 
flavors into paper pail cartons shown at the left in its 
plant and distributes them ready to be carried out of 
the store. Quart, pint, and half-pint containers are 
used for this purpose and are filled on the same equip- 
ment used for the brick packages. 

This equipment consists of plunger type fillers which 
operate at the rate of eighty quart packages per minute. 
There are three pistons in the machine, each of which 
has a separate hopper feed for the cream. In filling 
bricks, each hopper contains a different flavor of ice 
cream. The machine puts an exact quart of cream into 
each container as it passes the filling point on a rotary 
feed and discharge mechanism. Two operators are re- 
quired, one to place the cartons on the feed mechanism 
and the other to remove them and place them in trucks 
in which they are taken to the cold-storage room. 

When bulk containers are filled, all three hoppers are 
filled with the same flavor of ice cream and the proce- 
dure isthe same. Dixie cup containers are also filled on 
the same machines which are, of course, adjustable as to 
the quantity of ice cream they deliver to the package. 

When the new ‘‘Tray-Kool’”’ brick was conceived, 
Goodman American re-packaged all its brick creams so 
that the packages would be in harmony and easy to 
identify. The bulk packages, too, were changed so that 
they match well, though they are printed in but two 
colors and are not so heavily paraffined. 


q 


Sylvania Industrial Corporation, with executive and 
sales offices at 122 East 42nd St., New York City, and 
plants at Fredericksburg, Va., announces its product, 
‘‘Nymphrap Extra,” transparent moisture-proof cellu- 
lose, which is guaranteed free from tricresylphosphate. 
In making this announcement the company states: 
‘‘Nymphrap Extra has passed the experimental stage 
and has received the approval of prominent manu- 
facturers of tobacco and food products and other 
miscellaneous products. Its superior self-sealing under 
moderate heat and its free-flowing properties make it 
particularly suitable for packaging problems, which 
are otherwise difficult. It is equally well adapted to 
automatic machine wrapping, hand wrapping, envelope 
and bag making, and printing.”’ 
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Wherever there are brivient, colotel shop windows, there are 
crowds of people... Window-shoppers! Looking before they buy! 


The irresistible allure of those beautifully dressed shop windaws 
—their glamour—their SALES INVITATION—can be duplicated 
in every package of your product. 

Designs in Multicolor by Shellmar, processed directly upon Cel- 
lophane reproduce every element of the shop window’s sales 
appeal. Transparency 5 ‘eval conipetely the goodness and quality 
of your product; dust ard mcistu’e-p-oo0f qualities to protect it— 
and Shellmar artistry to nrovide color, light, quality atmosphere. 


WARD BAKING COMPAMY 
NEw YORM 


Put your product in these miniature show windows—catch the interest and buying power 
of America’s greatest market—those who insist on seeing before they buy. 


Our Package Idea Department is at your service—no obligation. Ask for a solution of 
your sales problem, by ‘phone, wire or mail—TODAY! 


SHELLMAR Propucts ComPANy 


3501 W. 48TH PLACE - CHICAGO 


Sample tipped on with Scotch Cellulose tape. Full information on request. 
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Shop -Window Packages 


Wherever there are brilliant, colorful shop windows, there are 
crowds of people... Window-shoppers! Looking before they buy! 


The irresistible allure of those beautifully dressed shop windows 
—their glamour—their SALES INVITATION—can be duplicated 


in every package of your product. 


Designs in Multicolor by Shellmar, processed directly upon Cel- 
lophane reproduce every element of the shop window's sales 
appeal. Transparency to reveal completely the goodness and quality 
of your product; dust and moisture-proof qualities to protect it— 
and Shellmar artistry to provide color, light, quality atmosphere. 


Put your product in these miniature show windows—catch the interest and buying power 
of America’s greatest market—those who insist on seeing before they buy. 


Our Package Idea Department is at your service—no obligation. Ask for a solution of 
your sales problem, by ‘phone, wire or mail—TODAY! 


SHELLMAR Propucts ComPANy 


3501 W. 48TH PLACE - CHICAGO 


MuiltiColom CREATIONS form BETRRER) Packe 





Sample tipped on with Scotch Cellulose tape. Full information on request. 





Miracles 


We do not claim to work Mir- 
acles, but our customers tell us that 
Shellmar Multicolor designs on their 
Cellophane wrapped packages 
have produced miraculous changes 
both in the appearance and sales 


of their products. 


Today is an era of “Package” com- 
petition—the most attractive and 
distinctive packages are those 
which command both Dealer and 


Consumer oreference. 


Let Shellmar bring these advan- 


tages to you. 


SHELLMAR Propucts CompANy 


3501 W. 48TH PLACE - CHICAGO 








Styling Packages for Symbolism 


(Continued from page 49) conception of this pack- 
age we have a box pleasing in appearance but without 
any identifying device save for the name, the lettering 
of which differed from that of other packages used by the 
company. Desiring a change, the manufacturer sought 
to establish a trade mark that would carry continuity 
and reflect simplicity. It was likewise of advantage 
to indicate the origin of the confectionery’s maker. 

Maillards is a French house. In the new package, 
then, the fleur de lis design trade mark is featured. 
The arrangement of colors (red, white and blue) is 
such as to blend artistically on the gold background 
and also to carry out the firm and nationality identity. 
Shape, design and color synchronize. 

Here we have an arresting package—one which 
registers the elements desirable in design, conveys them 
from producer to consumer. Further, it serves as a 
basic idea for the continuation of a package series. 
We are told that the new package requires five print- 
ings, the old called for nine printings. The design 
was planned by Martin Ullman. 


Portraying “The Tallest” (Continued from page 56) 


It was really a simple matter to clothe the one- 
dollar and fifty cents package in dignified yet appro- 
priate garb. The genial Ex-Governor of New York, 
Democratic presidential nominee, who is president of 
the building company, was made the subject and the 
package named “The Governor’s Choice’’—a pretty 
compliment to Alfred Emanuel Smith—with the 
brown of the pre-election derby simulated in a sueded 
paper covering. Gold-beaded, chocolate-board trays 
enhance the richness of the box-interiors and Artcote 
gold beading on the double-rim lid, with inset cushion- 
top, gives these boxes an individuality and dignity 
in keeping with their purpose. The cover embellish- 
ments—lettering, ornaments and background for the 
photos of the building—were hot stamped by the Roll- 
leaf process. The bottom of each box carries a label 
giving interesting statistical data about the building. 

A .structure, even in these modern times, of 102 
stories high, 1248 feet from street level to mooring mast, 
is an achievement to give pause to even the most blasé 
New Yorker. And visitors to the “big city”’ will exhibit 
proudly this souvenir box of chocolates. 


q 


Du Pont Cellophane Company, Inc., announces an- 
other reduction in the price of both plain and moisture- 
proof Cellophane effective August 1, 1931. This makes 
the 13th reduction since the manufacture of Cellophane 
was started by the du Pont organization seven years 
ago. In commenting upon the announcement, officials 
state the lower price is made possible by recent wide 
adoption of Cellophane in the cigarette field, as well as 
increased usage by the baking, textile, and other indus- 
tries. A new plant is under construction at Buffalo at 
this time to provide additional production capacity. 





Merchandss 


Y 
Plan. 


CORRECT 
DISPLAY 


No matter how carefully designed your package is, it 
can’t attract the eye if not properly displayed. The wise 
manufacturer who helps his dealers display finds he has 
helped himself sell. 

We have designed special welded wire display racks 
Se baskets that have been used successfully for increasing 
sales on: 


42 different products sold through retail grocers 

22 different products soid through drug stores 

15 different products sold through hardware stores 

16 different products sold through confectionery stores 
11 different products sold through clothing stores 


Many of these racks or baskets paid for themselves th: first 
month they were in use. 


What is your display problem? Let us work it out with 
you. Use the coupon to bring valuable information or our 
representative. 


Union Steel Products Co. 


521 Berrien Street, Albion, Mich. 


Union Steel Products Co. 
521 Berrien Street, 
Albion, Michigan 


Please send complete information on your display equipment. 
Please have representative call. 
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mae EVERY §& 
MACHINE OR HAND OPERATION 


AN ADHESIVE 





WHAT’S IN 
A NAME? 


A great deal when it is the 
Trade Mark of a large and 


successful Corporation. 









Consequently, you can pur- 





chase 





ADHESIVES 












confidence 





with absolute 


that they are not only the 








latest word in Adhesives, but 
that they also have been 
carefully made and properly 








standardized. 


It is needless to say that 





they are economical too! 





Our continued growth is 






ample proof of this. 


NATIONAL 
ADHESIVES 


CORPORATION 


Home Office—820 Greenwich St., New York 







1940 Carroll Ave., Chicago—883 Bryant St., San Francisco 
15 Elkins St., Boston—1305 Germantown Ave., Philadelphia 





WORLD'S LARGEST PRODUCER 
OF ADHESIVES 


; Sales Offices in all principal cities mn 
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Packaging Surgical Dressings 


(Continued from page 64) in two standard Readi- 
Cut rolls of assorted widths. These are known as the 
“Dispensary” and “Operating Room’’ rolls, each 
12 in. wide and containing 10 yds. of tape. ‘‘Dis- 
pensary” rolls as shown in the upper right of the 
illustration, have four '/,-in. widths, three l-in., two 
2-in. and one 3-in. ‘Operating Room” rolls have 
one l-in., two 2-in., one 3-in. and one 4-in. in width. 
As any one width is used up, fresh rolls of that size 
can be slipped on to the spindle which is removable 
from its rack. 

Another one of the company’s products is furnished 
to the drug stores in attractive, three-color display 
cartons. This is known in the trade as ‘‘Bay’s Readi- 
Bandage.’ The Readi-Bandage consists of a gauze 
pad fixed in the center of a strip of adhesive plaster, 
the sticky surface of which is protected with crinoline 
which is readily stripped off. The carton holds twelve 
metal boxes, each of which contains nine bandages— 
three 3-in. strips and six */,-in. strips. Each is in a 
glassine envelope to keep it clean. 

Absorbent gauze is another item which is packaged 
with considerable care, both for the purpose of main- 
taining its sterile condition and to facilitate con- 
venience in application. The gauze is folded into the 
cartons so that it may be pulled out through a slit 
in one of its upper edges without opening the cover 
at all. In addition to this, the carton is wrapped in 
glassine and sealed. Individual cartons contain 1, 
5, 25 and 50 yds. so that they may be available for the 
greatest variety of users and uses. 

Pads made of sterilized absorbent gauze, called 
“Bay’s Readi-Pads,’ are machine-made dressings 
offered in various sizes and quantities in a box. Each 
pad, after steam sterilizing, is packed in an individual 
glassine envelope to keep it clean. 

An unique dust-proof carton has also been developed 
for absorbent gauze bandages to be supplied to the 
drug trade in the usual standard sizes. The top of 
the carton has four flaps. When shipped from the 
laboratories it is, of course, desirable to seal the package 
as insurance against substitution or tampering with 
its contents. After it has once been opened by the 
purchaser it is, of course, equally desirable to close 
the cover securely when the remainder of the roll 
has been replaced. The manner in which this has 
been provided for is extremely simple. The two plain 
outside flaps are pasted together rather lightly, the 
two interlocking flaps being folded underneath. When 
the bandage is replaced in the box after using, the 
former outside flaps are turned in first and then the 
interlocking flaps, originally inside, are joined over 
them and form a secure dust-proof cover. 


q 


A new semi-automatic cartoning machine has been 
placed on the market by the Fred Goat Company, Inc., 
314 Dean St., Brooklyn, N. Y. 







































not a bit 


HIGH HAT 
yet such ATTRACTION 


With everything to be presentable for, your con- 
tainers molded in Elyria endlessly thrill your pride. 
To your customers, sales appeal extraordinary—the 
ultimate in eye value. Yet accomplished easily 
enough, in the combination of good design and 
International custom molding service. 


International provides the benefit of an invaluable 
experience extending over more than half a century, 
and the very best modern facilities. May we esti- 
mate on your next order? No obligation. 


INTERNATIONAL DIVISION 
THE GENERAL INDUSTRIES COMPANY 


3160 Taylor Street Elyria, Ohio 








A 





can be only as 
good as machines 


and rolls permit 


ODERN methods can be utilized 

only with modern equipment. 

New, wanted types of products and 

effects now demand modernized pro- 

duction facilities and schedules if your 

embossing is to meet present require- 

ments efficiently and economically. 

To ignore the changed conditions is to 

risk the sacrifice of future prestige 
and profit. 







The Waldron Embossing Book 
contains timely and valuable 
information for executives of 
paper and packaging 
plants. Copy sent 
free on request. 


Waldron Embossing Machines 
and Long Life Rolls Are In- 
creasing Quantity, Improving 
Quality and Measure of 
Operating Economy For 
Progressive Plants. 


JOHN WALDRON CORPORATION 


‘ MAIN OFFICE & WORKS—NEW BRUNSWICK, N. J. 
CHICAGO NEW YORK PORTLAND, ORE. 
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THERE’S 
MONEY IN 
LABELING 





Reverse those figures! If you don’t use Burt Machines, you have had a formidable row 
of expense items in connection with your labeling. Just watch those figures add up 
under ‘*‘Money Saved”’ when you put your labeling job on Burt Machines. 


Efficiency, Accuracy, in speed of production and ease of operation, Burt Machines 
have an outstanding superiority. There are very sound reasons for this, which our 
representative will be glad to give you if you will drop us a line. 


BURT MACHINE COMPANY 


MAIN OFFICE and PLANT, BALTIMORE, MD. 


Sales Offices: New York, Chicago and San Francisco 


ace) 


Ff “_—_z line 
| im My Tr 


WHEN ORDERING 


CORRUGATED or SOLID FIBRE 








ROBERT GAYLORD, INC. 


GENERAL OFFICES~*~ SAINT LOUIS 
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In Philadelphia Your Choice Should Be | 


\ THEHOTEL MAJESIIC 


BROAD ST. AND GIRARD AVE. 
PHILADELPHIA 


400 Larce Rooms 
00 
DAILY 










Single, with running water ae ; 
$3.00 single with private bath = [/7;/ J, 
TG, downto with private bath fz. an 

'5~ minutes from City Hall, 
\- Penna. Terminal and down- 

town business section by 
subway§with direct en- 
-4\ $) trance to hotel. 


«S\ { Garage Connected with 
oe Hotel. 

on iz 

WIRE AT OUR EXPENSE [2 

for RESERVATIONS! 
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For products associated 
with CLEANLINESS 


Firms with a reputation for spotless 
cleanliness in the manufacture of their 


Kail 





> BRIGHTEST SPQ 
THE NEW 











; ° ‘ n ilverstitch 
“ AMERICAS MOST INTERESTING RESTAURANT ” products find S especially 
~ made fomous by BEN BERNIE~ the O/d Maestro~ valuable. The galvanized, corrosion- 


and one of the features that make travelers choose resisting finish of Silverstitch assures 


HOTEL SH é& R * AN protection against rust marked containers 
at destination. It insures continuance 


of the manufacturers’ high standard of 













— 1700 ROOMS cleanliness. 
$ BO 1700 BATHS 
Hundreds of manufacturers of soap, 
food, candy, and allied lines now use 


Silverstitch in their own plant, and also 
specify “Silverstitch stitching” on all car- 
tons ordered from box manufacturers. 


WITH "BATH 


We invite you to try Silverstitch with- 
out cost. Send today for a free five pound 
coil of the size you use. No obligation. 


RANDOLPH CLARK: LAKE: LA SALLE- STREETS = 


t ACME STEEL COMPANY 
3; | cy -{- ~~ General Offices: 2840 Archer Ave., Chicago, IIL. 
| an Branches in principal cities. 
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